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fILI-TV is your Mid-Michigan TV buy 
tor four I -Bfftd reasons: 
I. Ffifl efficient distribution of 
circulation. 

I, IJsMnates the southern half circa- 
l|tjio;n (Lansing and south). 

1. Puts more advertising pressure where 

IfwueidMmosi 
I. fefts fofl pidre complete Coverage with 
less overlap. 

it all up and you have MAXIMUM 
lomps, #jth MINIMUM duplication, 

f you have clients that like extra mer- 
hariitstng, ask about our spectacular 
0.000 circulatipa billboard in downtown 



'all Young Television Corp., or, write 
3 Lansing 13, Michigan. 
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WinX^TV-WflCO-AM 

555 Stoddard Bldg., Lansing 23 1510 Spring port Road, Jackson 

Michigan's newest TV /Radio facility 





NO OTHER STATION 
CAN MAKE THIS 
STATEMENT 

5 CONSECUTIVE YEARS 



MOBILE-PENSAGOLA 

WMAi 




ebruary March 1963 




50% SHARE 


of AUDIE 


NCE 
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Exception To The Rule 

WKRG -TV — Mobile— Pensacola 

has averaged 50% or more share of 
audience in every March ARB measurement 
since 1959. from 9 a.m. to midnight. * 

Sole: The dates usod herein are estimates from March AKI1 surreys 1953 through 
1963. Audience measurement data arc estimates only — subject to defects and 
limitations of source material and methods. Hence. Uiey may not be accurate 
measures of a true audience. 

Represented by H*R Television, Inc. 

or call 

C. P. PERSONS. Jr., General Manager 



*3 station VHF matte 
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N.Y. millions witness rites; National viewing 
figures aren't yet available, lint A. C. Nielsen 
Co. report? the average N.Y.C. family watched 
a total of 3 1 hours across the three and one- 
half days of coverage of the aftermath of the 
assassination of President Kennedy. On Mon- 
day, nearly every family ( 93 % of those with 
tv) witnessed the funeral services and funeral 
procession. Nielsen said tv usage was abnor- 
mally high overall, increasing suddenly to 
'10 r ,' in mid-afternoon Friday — nearly double 
usual viewing for that period and rising to 
over 60 9< during the average quarter-hour 
from 2:30-midnight, Saturday, from 9 a.m.- 
m id night, the average was 50% : on Sunday, it 
was 55 % ; and on Monday, 67^ . The total 
viewing public was about 50% above the 
normal seasonal level. 

Weaver's latest surprise: Sylvester L. (Pat) 
Weaver, who's kept the industry on its toes 
watching his turns from network head, to 
agency bead, to pay tv entrepreneur, has don- 
ned still another hat — this one as client. By 
naming Young & Rubicam to handle adver- 
tising for his Subscription Television, Inc., 
Weaver's latest turn is probably being termed 
"turncoat" over at McCann-Erickson, his rc- 
vious base of operations. There's not much 
money involved; it's purely the principal of 
the thing! The Los Angeles office of Y&R will 
service the pay tv system due to begin in L.A. 
and San Francisco in the spring. Recently 
formed. Subscription Television will present 
closed-circuit sporting events, including the 
l.os Angeles Dodgers and San Francisco Giants 
games, current movies, cultural, and other 
programing. Transmission will be on three 
different, simultaneous channels working 
through the subscriber's own set. 

'Lady Bird' to drop control: Mis. Lyndon B. 
Johnson has filed an application with the FCC 
to relinquish her control of the LB J broadcast 



holdings in Texas (KTBC-AM-TV, Austin, and 
K\\ TX-AM-TV, Waco), and place them under 
a trusteeship. The bid was made through Leon- 
ard Marks of the Washington firm of Cohn & 
Marks, counsel for the stations. 

Cardinal has 'Profiles': Richard Ca rdinal 
Gushing has revealed that one of President 
Kennedy's last acts was to assign him the tv 
rights to Profiles in Courage, be-t-sclling book 
which Hon a Pulitzer Prize for the President. 
Cardinal Cu-hing said that after informing 
him of this action. JFK told him: "Now you're 
in the tv business." 

Ads hail broadcasting: Benton & Bowles has 
taken 1,000-line ads in both the A'cie York 
Times and Herald-Tribune to salute the entire 
radio and tv industry for coverage during the 
recent tragedy. The ads pointed to broad- 
casting's "unflinching dedication and dignity," 
and B&B said it was "confident that we are 
only reflecting the re-pect and thanks of the 
American people for a job well done." 

NBC meeting postponed: Annual convention 
of National Broadcasting Co. radio and tele- 
vision affiliates slated for West Coast this week 
has been postponed as a result of President 
Kennedy's assassination. No new date has been 
set, though consideration is being given to a 
date for an affiliates conclave after the first 
of the year. 

Meantime. ABC TV today kicks off series 
of regional meetings between network execs 
and primary affiliate station managers with a 
session at New York's Hotel Plaza. Others are 
set for Wednesday at San Francisco's Fair- 
mount Hotel, and Friday at the Drake in Chi- 
cago. To be discussed are the past year's 
progress and plans and suggestions for 1964- 
'65 in every program area: nighttime, daytime, 
news, and sports. 
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Intrigue is the key: Today's 22 million teen- 
agers are the "show me" generation and 
therefore intrigue rather than sell should be 
the most practical goal of advertising aimed 
at that market, according to a survey con- 
ducted by the research division of Teen-Age 
Fair, Inc. A total of 23,512 youngsters in the 
13-19 age group were interviewed, with over 
95% stating they don't buy a product before 
they first see, touch, and try it. This is borne 
out by a finding that their believability in tv 
and the printed page is higher than in radio. 
The figure for those believing ads seen on tv 
was: boys 22%, girls 26%; not all of it — 
boys 32%, girls 35%; hardly any of it — 
boys 30%, girls 24% ; none — boys 3%, girls 
2%. For other advertising seen or read : yes- 
boys 25%, girls 36%; not all — boys 36%, 
girls 39%; hardly— boys 22%, girls 12%; 
none — boys 6%, girls 4%. For radio ads: yes 
—boys 18%, girls 22%; all— boys 41%, 
girls 47%; hardly— boys 22%, girls 18%; 
none — boys 3%, girls 1%. 

National flies to K&E: National Airlines took 
a surprise (?) flight at the week's end when it 
moved its account to Kenyon & Eckhardt. 
National, whose billings are variously esti- 
mated at $3-4.5 million, was with Papert, 
Koenig, Lois for one year. Before that, it was 
handled by McCann-Marschalk. According to 
a K&E announcement, National executives 
"had been quietly screening a number of top 
agencies before the selection of Kenyon & Eck- 
hardt." 

Touts tourist tv exposure: WJXT, Jackson- 
ville, surveyed all 1,500 hotels and motels in 
its area during the summer, received data 
from 72% (1,084), and found that 950 or 
87.5% have tv sets in one or more rooms. Tv 
sets are located in 21,447 rooms, representing 
76% of all rooms in all responding establish- 



ments. An additional 93 establishments 
( 8.5 %) not having sets in any rooms reported 
the availability of lobby or office tv for their 
guests. Only 42 establishments (4% ) reported 
having no tv service in any form* meaning 
that 96% had some form of tv service avail- 
able. And this* reminds WJXT, does not in- 
clude any tv sets which may be present in the 
417 hotels and motels which, while they were 
among the establishments contacted by the 
station, did not respond to the survey. 

No settlement yet: There is still no end in 

sight to the talent negotiations stalemate be- 
tween SAG-AFTRA and the joint advertisers- 
networks - agencies - producers committee. 
Screen Actors Guild last week Was polling its 
15,000 members; with hopes of getting a 75% 
affirmative vote giving it power to call a strike* 
American Federation of Tv and Radio Artists 
has already been given such power by its mem- 
bership. SAG's accompanying letter to its mem- 
bers claims the joint committee is "still de- 
manding what amounts to rate reductions 
ranging from 30-65%" and compares this 
with a statement that network tv broadcast In- 
dustry income, after expenses, rose from 
$171.9 million in 1958 to 1311.6 million 
in, 1962, with gross revenue being "well over 
$1 billion." 

DFS on Pulse roster: Dancer-Fitzgera Id-Sam- 
ple has become the sixth big advertising agen* 
cy to subscribe to Pulse's complete radio -pMrn 
age in recent months. The others are Sullivan, 
Stauffer, ColwelJ & Bayles; Kiidner; Doyle, 
Dane Bernbaeh; Campbell-Mithum ; Lang, 
Fisher, and Stashower. Pulse's list of agency 
subscribers now totals 170. Lawrence R^oslow, 
v. p. and associate director, cited Pulse's 
personal interview and roster reconstruction 
technology as a factor in "intensified -agency 
interest! ' 
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NEW FIRST RUN 

St&rtt* fhat could never have been told before are brou, 
to television with all the impaet of the jet age Stones 
of int,rig|j*, excitenrtant. danger and adventure. . . 



Margaret Rutherford 
Coulouris 



now for details and* screening dales Said to CTV Network in Canada sponsored by General M 
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recording service 
under one roof... 

where quality and service 
go hand-in-hand 




SERVICES 

Black and white and color video tape record- 
ing facilities for commercials A programs 

Inter-Sync and electronic editing 

Tape screening and duplication 

Audio A video tape production for sales 
promotion, industry and institutional use. 

Production, syndication and distribution of 
Radio and Television tape programs 

Closed circuit facilities. 

Audio and video remote facilities 



FACILITIES 



• 5 AMPEX A RCA BAW and color video tape 
recorders equipped with inter-sync, amtec, 
electronic editor and editec (when available). 

• 3 large studios completely equipped for dra- 
matic lighting effects, with dimmer boards. 

• Telecine services including BiW and color 
2X2 plus balop slide chains. BiW and color 
16 plus 35 mm film chains. 

• Teleprompter and rear projection facilities 
for still and motion pictures and chroma-key 

• An art and design department for custom 
built sets and props, designed A bu It on the 
premises. 

• A graphic arts department for si des and 
bslops. 



• A competent and highly skilled staff of direc- 
tors, audio and video engineers and stage 
hands. 



I MID AMERICA VIDEO TAPE DHODTCTIOXS 

a division of WGN, Inc. 

for information contact BRAD EIDM ANN HARRY MILLER • 2501 W. Bradley Place. Chicago. Ill 60618. LA 8-2311 
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Florida State News Bureau phots 



We have seasons, but they are relatively 
mild, without the harsh extremes that often 
disrupt business elsewhere. This means year- 
round high-level spending, with a diversi- 
fied economy, as a center for government, 



business, recreation, education, and indus- 
try. Few stations, we are told, dominate 
their markets as do we in WCTV-land, but 
you probably have your own figures to 
prove this! 
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POWER 

It packs a friendly punch. Stroll dawn 
the street with any of a dozen WSYR per- 
sonalities. Watch the smiles light up people's 
faces; hear the known - yau - all - my - life 
greetings from tatal strangers. 

This friendly attitude is far you, too, 
when these personalities are selling far you. 
And that's why WSYR Radio is the greatest 
sales medium in Central New Yark. 

Sa you see what happens: 

Personality Pawer = Sales Power far yau 
in the 18-caunty Central New Yark area. 
Instant friends far what yau have to sell. 



Represented Nationally hy 

THE HENRY I. CHRISTAL CO., INC. 

New York • lioston • Chicago 
Detroit • S.tn Francisco 





A-C? It's All-Canada Radio and Television 
Limited, first and paramount representation 
firm North of the Border in broodcast sales. 
A-C reps 43 radio, 22 TV stations — in all 
primary, most secondary markets. Weekly 
radio reach is 50% of all households far 
60% af national retail sales. TV: 62% of 
households far 53% af national retail sales. 
A-C has 12 offices: New York, Detroit, Chi- 
cago, San Froncisco, las Angeles, Dallas, 
Atlanta and Montreal, Toronto, Winnipeg, 
Calgary, Vancouver. 

7 a reach all Canada, talk fa All-Canada 





All-Canada 




Radio & Television 
Limited 



1000 Yenge Street, Toronto 5, CANADA 



PUBLISHER'S 
REPORT 



One man's view of 
significant happenings in 
broadcast advertising 



With a code unseen 

When hate and vengeance, swift and bare 

Erased the noonday's sunny hue, 

There came the wonder of the air 

To h nit world's grief in hands-clasped view. 

Without a moment's pause or plan, 
As though in single thought expressed, 
Five thousand stations joined to ban 
All save a well-loved man at rest. 

The air teas his, a mighty hero's due, 
And as the day passed into saddened night, 
flis story crossed the earth in panoramic view, 
A never-ending psalm of grace and light. 

Then followed three more nights and days 

When nation s pride and shame were mingled into one, 

All told before the camera's searching gaze 

From which stark truth can never ever run. 

The pride was clear, a ividow's Spartan calm, 
The miles of mourners come to shed a tear, 
The muffled drums, the caisson rolling on, 
A boy's salute, the great beside the bier. 

So ivas it in those tragic grief- filled hours. 
When history revealed itself in awesome mien. 
That network, station, and the A at ion's towers, 
H orhed on. unselfish, tireless, with a code unseen. 

— Norman K. Glen: 
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TIME 
LIFE 

BROADCAST 



BUILDER 



Ahmed, star of 

the best station in town. 



The town was Karachi, Pakistan. The station, built by Time-Lite 
Broadcast and Philips of Einclho\ en, was the only one in ^ 
the country. And the star was Ahmed the mulhh- 
teacher, poet, Pakistani. He used to talk to crowds 
in the marketplace. Then we put ^tw^L-TV 
on the Karachi air (in just 46 days) for the Pakistan 
International Trade Fair, and Ahmed's listeners 



jumped to thousands. The station broadcast tor months af- 
ter the Fair closed, proving that commercial telev ision can 
inlorm, instruct and entertain a new-to-TV country ■ 
Our International Division also has substantial inter- 
ests in Latin America, travels 500,000 miles a year 
servicing them and finding new opportunities in the 
wave of the future: world television broadcasting. 




We believe that ihe experience of opeut'ng television sta- 
tions in the United States can be translated bcneficu ly 
overseas. As a division of Time Incorporated, Time-life 
Broadcast is committed to the pol cy of bringing nevs-s 
and information to our audiences, wherever they may be 
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President and Publisher 
Norman R. Glenn 

Executive Vice President 
Bernard Piatt 

Secretary-Treasurer 
Elaine Couper Glenn 



EDITORIAL 

Editor 

Robert M. Grebe 

Executive Editor 
Charles Sinclair 

Senior Editor 
H. William Falk 

Art Editor 
John Brand 

Assistant Art Editor 
Nikki Di Serio 

Associate Editors 
Jane Pollak 
Barbara Love 
Audrey Heaney 
Jacqueline Eagle 
Diane Halbert 

Copy Editor 
Tern Fitzsimmons 

Assistant Editor 
Susan Shapiro 

Washington News Bureau 
Mildred Hall 

Contributing Editors 
Or. John R. Thayer 
James A. Weber (Chicago) 



ADVERTISING 

Southern Manager 
Herbert M. Martin Jr. 

Midwest Manager 
Paul Blair 

Western Manager 
John E. Pearson 

Mideast Manager 
John C.Smith 

Northeast Manager 
Gardner A. Phinney 

Production Manager 
Mary Lou Ponsell 

Sales Secretary 
Mrs. Lydia D. Cockerille 
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CIRCULATION 
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Jack Rayman 
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Madeline Camarda 
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Letters to the Editor 



YEOMAN SERVICE 

After what must be considered 
the most important weekend in 
broadcasting history, with all sta- 
tions in the market performing yeo- 
man service, officials of WFAA ra- 
dio and television took stock of the 
activities of the past four days to 
issue a brief report which will show 
the magnitude of the operations 
during the period of coverage sur- 
rounding the assassination of Pres- 
ident Kennedy. 

Mike Shapiro, general manager 
for the broadcast properties of the 
Dallas Morning News, called the 
efforts of his staff "the most grati- 
fying experience I have ever wit- 
nessed . . ." 

". . . on Monday, it became ncces- 
sarv for the station to add a third 
cruiser, that of WKY-TV, Okla- 
homa City, in order to cover the 
various activities," he noted. 

"It is impossible to estimate the 
total man-hours involved," Shapiro 
said. "However, wc feel that the 
professional production and news 
coverage speaks for itself. Of course, 
we arc extremely proud of the man- 
ner in which our people functioned 
under very trying circumstances." 

Casey Cohlmia 
WFAA, Dallas 

TO THE EDITOR: 

It is often said that in an hour of 
great travail, the human spirit is 
capable of summoning super human 
strength and courage to meet any 
circumstance. 

In one of the darkest hours in 
our nation's history, an aggrieved 
people found hope — and strength — 
and courage — and solace by sharing 
its grief as one through the miracu- 
lous unity made possible by radio 
and television. From the depths of 
the nation's great tragedy, the com- 
bined forces of radio and television 
achieved their finest hour. 

The electronic Voices of America 
— the thousands of them from small 
hamlets to major metropolitan cities 
— raised their voices almost as one, 
spoke eloquently and from the 
depths of their hearts. 

As a pioneer both in radio and 



television from their earliest days,, 
I have never experienced the feel- 
ing of pride and exultation for the 
industry I helped nurture as I 
during the 72 hours immediate 
following the assassination of our 
late President John F. Kennedy* 

Reportorially, the broadcasters 
painted a canvas of history as ft 
was never painted before. In so dov 
ing, it bound the nation together in 
its sorrow and helped assuage tlk 
deep hurt inflicted when the a|saj-i 
sin's bullet pierced the brain of our 
Chief Executive and ricocheted into 
the hearts of everyone, Thank God 
for radio and television! 

Jack R. Pappek 
New York City 

SOLICITING MEMBERSHIP 

I am now soliciting members for 
a ncwlv formed organization — < 
SPGBDSR — the Society for thg 
Prevention of General Broad De- 
rogatory Statements on Radio. A 
few weeks ago an executive of oi 
of the major oil companies said that 
all radio sounds like "a continuoyj 
commercial with time out for tnulli, 
news and sports." Herb Manlowfljg 
recently denounced radio for 1k» 
ing "no image" and not being able 
to "prove that commercials |pt : 
through." The fact that tv sh|M 
with six and seven figure price tags 
are scrapped in three weeks, mast 
certainly indicate that radio is not 
the only medium without "abspljifc" 
research. I think that spowsGb has 
done an excellent job of also point- 
ing up some of radio's success. 

Esther M. R'ataH 
publicity direct 
KVIL, Dal 

5.000 WORDS 

1 just got a chance to read sPOX- 
soh's 14 October Stan Frehetg, ftm 
file. I enjoyed it trcmcndousffl 
Since it isn't as easy as some people 
think to get even a fascinating ek®ff 
aetor to be fascinating for 5,*** 
word's, congratulations arc in oydefj 

Miles Dart 
a dm i 1 1 i s tra ti v,e v.p | 

Radio Advertising Bureau, N. II 
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The Big, New 

Giant of 
Kansas City 




Irv Schwartz, V.P. & Gen. Mgr. 
McGavern-Guild Co. 
Mid-West Time Sales 


^mw^ljt 'JliJ'^tiT-M'li^' imi / 





ABC appoints Zousmer 
dir. of television news 

Jesse Zousmer has been appointed 
director of television news for ABC. 
A veteran jour- 
nalist and tv 
program pro- 
ducer, he spent 
19 year's with 
CBS where he 
was editor of 
Ed Murrow's 
show, Person to 
Person. Since 
leaving CBS, 
Zousmer has 




Zousmer 



en-produced two special programs 
for the NBC Sliow of the Week and 
has been engaged in independent 
motion picture production. Thomas 
A. O'Brien will continue to handle 
ABC radio news, hut with a new 
title, director of radio news. John 
T. Madigan will become director of 
basic news coverage. 



CHEER FOR KIDS 

An agency media chief has asked 
radio and tv salesmen to send do- 
nations to a charity this Christmas 
instead of favoring his staff with 
gifts. William A. Murphy, Papert, 
Koenig, Lois' vp for media and re- 
search, said the agency would ap- 
preciate gifts of toys made in 
PKL's name to New York's Chil- 
dren's Center, 330 E. 12th St. 



NEWS NOTES 



Game shows shine: NBC TV has in- 
troduced a new game show in itx 
daytime schedule and moved an- 
other from daytime to evenings. 
Let's Make a Deal, a new audience 
participation vehicle, will debut 30 
December, (2-2:25 p. in.) as a re- 
placement for People Will Talk. 
The network's You Don't Say!, pre- 
sented at 3:30-4 p. m. weekdays, 
will get additional exposure when 
a nighttime version begins 7 Jan- 
uary. The nighttime game show 
replaces Rcdigo on Tuesdays at 
8:30-9 p. in. Brown & Williamson, 
through Posl-Keyes-Gardner, will 
continue as sponsor in the time. 




To many advertisers, \VKQv\ 
TV and the Madison market ,af 
synonymous. 

WKOW-TV's exclusive AM 
network coverage matches ileal! 
the market's full retail tradin 
area. 

Thus, you define the Madiso 
market realistically, cover it 
pletely, and buy it economicatlf- 
when you entrust your teleytef® 
campaign to WKOW-TV. 

What's more you're sellin 
where they're looking. For lookirii 
at CH. 27 is a ten year habit mm 
lison market — 
And why break a good habit? J 
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Make someone hippy* 
prosperous, 

and wise 

this Christmas 





^^^^^^^^^^^^^ 




Give a gift subscription to sponsor. It's one of the nicest 
ways to express Holiday good will to clients, prospects, 
and associates in the broadcast advertising business. 
Your gift begins at the Holiday Season when SPONSOR 
sends a handsome acknowledgement to each of your 
recipients. Then every Monday throughout 1964 your gift 



of SPONSOR arrives filled with broadcast advertising 
ideas and information that helps the reader do a better, 
more profitable job. What a happy way to remind you 
clients and prospects of your thoughtfulness 52 weeks 
in the year. And all for as little as 8 cents a week 
when you use the handy gift order form below. 



555 Fifth Are. 
Anc York 17. A. ) . 



| SPONSOR 

| SPECIAL HOLIDAY RATES 

One 1 ^ (\ir Siib-rriplion f Your own or fir>t ji'ilO $8 

f 

fi Kadi additional 1 vrar jtih » $5 



] >'l\0|{'> N \ M K. 

CoW \.NY 

\l>»IIh>s 

Cm 



-Zone. 



St \tl. 



□ Include my own \iib~cripiioii □ Send bill laler 

□ I enclose § for subscriptions 

Gift card* to read from 

Send gift to 

Com i> v n V 

AttBREfl S 

Cm 



_Zom 



State. 



( Please t)pf remainder ol your business pill list on a sep- 
arate sheet and a'tarh) . 



12 



SP0NS0B/2 in civMBFR II 



"SPONSOR-SCOPE 

2 n i*.c; I'm hi*, n ior.3 



Iiitcrprrldttoit and t onitiiriilnry 
on mosl u^nifiiaiil l\ /radio 
and mnrkrliuK new* of I lie week 



Spot radio may be used to ease log Jam in spot tv due to extensive Kennedy coverage. 

As every I . S. \ iewer knows, tv networks anil stations yanked their entire eommercial 
schedule* for nearly H)0 hours in the wake of the death of the late President. For this, 
broadcaster? merit the highest of prai-e. 

Admen are facing a tremendous problem, however, as the nation sadly ri'siimrj 
its normal husiness pace. Many tv advertisers watches, perfume-, gift appliance:-, 
etc. concentrate their budgets" during the holiday >ea>on. Such budget- I as far as 
agency buying is concerned) often expire at the end of December. Tv time is tight, 
and make-good- are often impossible for the.-e seasonal advertisers. 

Consequently, a number of advertisers, and their agencie.-, are now attempting 
to line up strong spot radio schedules to replace the lost tv time. Station reps like CBS 
Radio Spot Sales, Blair, Petry and other- last week were working at top speed to facili- 
tate: the spot radio purchases. 

Actually, the radio buying accidentally motivated by j national tragedy may do 
much to raise low fourth-quarter radio -ale- (See Spon-or-Seope, 25 November) 
back toward normalcy — although no wants to think of it in quite that way. 



Support for RKfJ-General-ARB radio methodology study is coming from many directions. 

The study in Detroit is expected to lead to a national service by A KB if successful 
(see sponsor, 23 September) 

Advertising Research Foundation, which seeks a more active role in all re.-eareh 
(sponsok, 7 October), is throwing considerable support behind the inter-media 
project. With ARB measuring newspapers and magazines, as well a* radio and tele- 
vision, ARF and ARB aims coincide. 

In addition, at least two radio networks. CBS and NBC. arc expres-ing strong 
interest in the project, which will use the diary system, rather than recall, or 
audimeters (which Nielsen is planning to drop ) . ABC has also expre-*ed interest, 
hut believes Sindlingcr Methodology is better. 

With Nielsen out of local radio measurement, major radio stations with wide- 
spread coverage, are also paying heed to the ARB project. Current local measure- 
ments fail to include listening outside their market, making a nev\ national serv ice 
vital to their selling effort, and sooner rather than later. 



You may see increases in radio/tv spending by amusement parks during 1914. 

A warning to other park operator- came hi-t weekend from one of the moi-t -ucces-ful 
executives in the field. Palisades Amusement Park s Irving Rosenthal, who -aid that 
lots of advertising was the "magic formula to get your -hare and more of dollars 
spent for entertainment and recreation." 

Rosenthal is a firm believer in hroadea-t advertising, running heavy saturation 
campaigns on New York and New Jersey radio tv station- during -pring and summer. 

"Future plan-." Rosenthal told delegate- to the -15th annual convention of the 
International Assn. of Amusement Park- in Chicago on Sunday, "may also ca 1 1 for 
our acquisition of radio and tv stations and newspapers al-o as sub-idiaries of the 
park." 

Such plans would be far from blue-sky optimism: Palisade- Amusement Park 
spends so much on transit advertising that it bought, not long ago. the company 
owning ad rights for a leading bus firm in the New York-New Jersey area. 
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"SPONSOR-SCOPE 



2 December 1963 



NEW YORK TV VIEWING, Monday, November 25 

Time % Watching Event 

8:25 AM 15.5% The police cut off the line of persons waiting to view the eo 
in Rotunda of Capitol. 

9:00 27.5 Bronze doors of Capitol closed, ending lying in state. 

9:05 28.0 Last visitors pass by coffin. 

10:25 64.2 Mrs, John F. Kennedy, accompanied by Attorney General RoJagr 
Kennedy and Senator Edward M, Kennedy, leave White Hoftt„ 

Mrs. Kennedy and brothers-in-law enter Capitol Rotunda, 
kneel at coffin and kiss flag draping it. 

Military bearers lift coffin from catafalque and carry it to h@fm 
drawn caisson of funeral cortege. 



10:39 67.9 



10:43 70.3 



10:48 70.5 Coffin is placed on caisson. 



10:50 72.5 Cortege escorting caisson begins departure from Capitol Be 



10:58 77.2 Cortege clears plaza. 



11:00 78.8 



11:35 84.5 



11:40 84.5 



Cortege joins military units at Constitution Avenue as funeral p; 
cession begins. 



Cortege arrives at White House. The first section of proe 
proceeds to St. Matthew's Cathedral as cortege turns into Wl| 
House grounds. 



Mrs. Kennedy is joined by world and national leaders ift 
behind caisson to cathedral. 

12:13 PM88-1 Bronze doors of cathedral close for beginning of requiem m£m 

, . : 

1:15 89.1 Mass ends. Bronze doors of cathedral open for resummttea^ 
funeral procession. 

1 :30 89.6 Caisson resumes funeral procession to Arlington National 
etery. Mrs. Kennedy and dignitaries follow in limousines- 

2 :43 85.5 Caisson arrives at Arlington National Cemetery. 

3 :08 88.6 Army hugler, Sgt. Keith Clark of Grand Rapids, Mich., sounds Of 

3:15 88.1 Mrs. Kennedy lights the eternal flame that will burn at the head 
the grave and receives the United States flag that had draped tl 
casket. She is escorted to her limousine by President lohnfO 

3:34 76.7 Coffin is lowered into the grave. The ceremonies were over. 



Audience data from Nielsen Station Index; Timetable of events, New York Tini 
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recording service 
under one roof... 

where quality and service 
go hand-in-hand 




SERVICES 

Black and white and color video tape record- 
ing facilities for commercials A programs 

Inter-Sync and electronic editing 

Tape screening and duplication 

Audio A video tape production for sales 
promotion, industry and institutional use. 

Production, syndication and distribution of 
Radio and Television tape programs 

Closed circuit facilities. 

Audio and video remote facilities 



FACILITIES 



• 5 AMPEX A RCA BAW and color video tape 
recorders equipped with inter-sync, amtec, 
electronic editor and editec (when available). 

• 3 large studios completely equipped for dra- 
matic lighting effects, with dimmer boards. 

• Telecine services including BiW and color 
2X2 plus balop slide chains. BiW and color 
16 plus 35 mm film chains. 

• Teleprompter and rear projection facilities 
for still and motion pictures and chroma-key 

• An art and design department for custom 
built sets and props, designed A bu It on the 
premises. 

• A graphic arts department for si des and 
bslops. 



• A competent and highly skilled staff of direc- 
tors, audio and video engineers and stage 
hands. 



I MID AMERICA VIDEO TAPE DHODTCTIOXS 

a division of WGN, Inc. 

for information contact BRAD EIDM ANN HARRY MILLER • 2501 W. Bradley Place. Chicago. Ill 60618. LA 8-2311 



WSfift 2 Di i t Mm k MM*:; 
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ANNOUNCING - 



THE EASTERN 
ADVERTISING 

GOLF 
ASSOCIATION 



Memberships are 
being aecepted now 
in the newly formed 
Eastern Advertising 
Golf Association. The 
group will be limited 
to 150 members -50 
eacli from media, 
agencies, and adver- 
tisers. 

Four golf outings are 
])] aimed between June 
and September 1964- 
eacli at a different 
club. 

ANNUAL DUES ARE $25 

WRITE: 
BOB LEWIS 
Edward I'etrv <X: Co., Inc. 
3 East 5 1 tli Street 
New York 22, New York 



CALENDAR 



The when and where 
of coming events 
2 December 1963 



i DECEMBER 



I 



Advertising Club of Metropolitan 
Washington, reception and lunch- 
eon honoring Arthur Godfrey, 
The Presidential Arms, Washing- 
ton, D. C. (3) 

Electronic Industries Assn., winter 
conference, Statler-Hilton Hotel, 
Los Angeles (3-5) 

Assn. of Maximum Service Tele- 
casters, board meeting, Riviera 
Hotel, Palm Springs (5) 

Assn. of National Advertisers, work- 
shop on "New and Practical 
Ways to Evaluate the Effective- 
ness of Your Advertising," Plaza 
Hotel, New York (5) 

National Food Brokers Assn., 60th 
annual convention, "New Pro- 
grams for Tomorrow's Market- 
ing," Palmer House, Chi. (7-11) 

International Radio and Television 
Society, Christmas Party benefit 
for the Veterans Hospital Radio 
and Television Guild — the Bed- 
side Network, Waldorf-Astoria, 
New York (17) 

Ameriean Marketing Assn., winter 
conference on the development 
of more precise marketing tools, 
Somerset Hotel, Boston (27-28) 

Broadcasting Executives' Club of 
New England, Christmas party, 
Sheraton Plaza, Boston (16) 

Royal Film Archive of Belgium, 3rd 
international experimental film 
competition, Knokke-Le Zoute, 
Belgium (26-2 January) 

FCC, oral argument concerning 
length and frequency of com- 
mercial material broadcast over 
am, Cm, and television stations, 
Washington, D. C. (9) 

Federation of Jewish Philanthrop- 
ies, annual fund-raising cocktail 
party of the advertising division, 
Sheraton East Hotel, XL Y. (17) 

JANUARY 

National Retail Merchants Assn., 
53rd annual convention on "The 
Challenge of National Growth, 
Statler Hilton Hotel, X. Y. (6-9) 

International Radio and Television 
Society, first newsmaker of the 
year (S); first of a series of seven 



production workshops, Waklarj 
Astoria, New York (9) 

Milwaukee Advertising and Graph 
Arts Groups, Ben Franklin Bftij 
quet (16); 6th annual graphic sr 
workshop (18); Special workshc 
sponsored by the Sales ProiWj 
tion Executives Assn. (4 Febrt 
ary); Exhibit and Awards Xt» 
(15); Silver Award Banquet spsi 
sored by the Milwaukee Advert! 
ing Club and the Advertisv 
Women of Milwaukee (27), Cgaf 
House Motor Inn, Milwaukee I 

Georgia Assn. of Broadcasters, ltl 
annual Georgia Radio-TV Insl, 
tute "day-long debate" with Ffil 
University of Georgia (22) 

National Religious BroadcaStC 
convention, Mayflower Hote 
Washington, D.'c. (21-23) 

Advertising Assn. of the West, rfii" 
winter convention, Bakersfifl! 
Cal. (24-26) 

American Women in Radio at 
Television, board meeting, II 
con Hotel, New York (24-21) 



FEBRUARY 

Electronic Sales-Marketing Affi 
2nd annual electronic niarkftii 
conference, Barbizon Plaza Hot) 
New York (3-5) 

International Radio ami Televisii 
Soeiety, newsmaker lunichfi-c 
with NAB president LeRoy Cl 
Iins, Waldorf Astoria, N. Y. (5 V 

International Broadcasting Avvar 
for 1963. banquet prescnfcrfh 
for best commercials on rail 
and television, Hollywood P: 
ladium, Hollywood (25) 



MARCH 

1964 Variety Merchandise Fair. 

the New York Trade Show B«i 

ing. Kr*" York (S-.I2) 
Electronic Industries Assn.. fcllfi 

day Spring conference. Stall 

Hilton Hotel, Washington, D. 



(9-11) 



If. 
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If you would like to buy radio and ^or television announcements in Des Moines 
on participating programs hosted by personalities who have been at a station long 

enough to strongly establish themselves who have exposure on both radio 

mi TV so they're far better known than air people at any other stations 
. , . . .who serve their audiences by giving important information on community 

gfc jjfc' jj| 

rvice projects who are recognized by these same audiences as real 

^jc >jc ^fc >fc 

friendly, pleasant people with families that they'd welcome as neighbors 
. , . .and who know the professional way to do polite and persuasive selling 
*rytu***** buy KRNT RADIO and KRNT-TV, Channel 8. 



We have 2 Twenty Year Club air people. On KRNT Radio — -7 who have been with us 15 of our 
28 years. On KRNT-TV — 8 who have been here since we went on the air 8 years ago. You need such 
stability to build audience loyalty to the stations, personalities and to the products they represent. 

■Jf Inter media Motivation Factor. Whereas most operations keep Radio and Television separated, ours 
embrace each other. In our opinion, both media and personalities and sponsors are far better off 
for it. 

TT "Jf" All our personalities read the cards and letters about church chili suppers and women's club rummage 
sales and teen-age car washes and men's charity shows and a thousand other smallbut so important 
efforts by friends in our community. These folks know we will help them publicize it. We're kind and 
gentle people in this phase of our operation. 

5r n" ift Central Surveys. 1962. "Which radio and/or television personalities would you like to have as next 
door neighbors?" KRNT personalities were an overwhelming choice. 

"if" '"§§' ^f* "H" "jj" Both KRNT Radio and KRNT-TV do more local business than any other station in the market. By far 
the greatest number of these advertisements are done "live" by our personalities. They have the 
experience — the "know-how" to make folks "go now" and buy now. 

KRNT and KRNT-TV 

DES MOINES 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by The Katz Agency, Inc. 

mm 2 iik (MiiiR \»m it 



COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials arc evaluated 
by industry leaders 



Where Are Ideas Found? 



TONY V AINVTKIGHT 
Copywriter. A. W. Ayer & Son 

EvEttY television copywriter faces 
a black moment when all his ac- 
cumulated experience will not re- 
veal an answer to a specific prob- 
lem. That's the time to dip into the 
pot of life for a look at the obvious 
— which may inspire the unusual. 

People are an endless source for 
ideas. The descriptive language of 
a cabdriver or a counterman or a 
policeman; the conversation of a 
neighbor raking his lawn and talk- 
ing football; the idle chatter of 
youngsters with their honesty un- 
touched by the prejudices of ma- 
turity; the mumbling of women in 
a supermarket as they hesitate — 
plucking and pinching to assure 
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Marlboro total effect is one of adventure 



themselves of fresh produce; the 
fragments of phrases echoing 
against city buildings; the words, 
the millions of words, simple and 
startlingly profound, but represent- 
ing the pulse of a people buying 
products. 

A word can trigger an idea. 
GUSTO did it for Schlitz; THINK 
YOUNG did it for Pepsi-Cola. 
Sometimes music is important; in 
other instances, it can serve as mood 
background. But always, the words 
(as few as possible) must convey 
a memorable selling proposition. 

The television writer in search 
of an idea must explore many 
avenues. Print is one. Magazines, 
newspapers, trade books are all- 
important. A Bert Stern fashion shot 
in Vogue may inspire a direction 
for a cake-mix commercial; a de- 
lightful pose from Baby Talk could 
provide the stimulus for creating an 
exciting cereal spot; or the sheer 
layout techniques of McCall's and 
Show and Realties could be the 
beginning of a design commercial 
for a cosmetics account. 

I read everything: labels on cans 
and bottles, posters, all direct mail 
pieces, paperbacks and the book-of- 
the-month; Gourmet and Harper s 
and Look and Variety; the notes 
tacked up on our mailroom bulletin 
board; four newspapers a day; tear- 
sheets and proofs passed around the 
office; in fact, I read and store away 
as much as I can — for futures. 

When our little girl started build- 
ing mountains on her highchair tray 
with Jell-o, I thought of a com- 
mercial. When our basset hound 
smacked his lips and wolfed down 
his first bowl of Bival, I drought of 
a commercial. When our neighbor 
raved over her Chun-King Chop 
Suey dinner, 1 thought of a com- 
mercial. True, these are hardly in- 
spired ideas — but In each case, they 
are real and written as I observed 
each incident — a commercial possi- 
bility - is evident. 



How did the writer who «m 
ceived the Chemstrand "MarcMw 
Kids" spot eonte up with the idea'. 
Maybe, by> watching his owf 
youngsters at home. 

How about the Marlboro write 
who dreamed up the current edr»] 
paign (Marlboro Country) with it 
exciting track? It's possible he SiSuv 
the movie "The Magnificent Ssvpff 
After all, the track is a blend dEthj 
movie theme and the Marlbon 
song. And the effect is adventum, 

We are all at the mercy of mM 
recall. I can remember the wonelffj 
ful taste of steaming coffee whew 
stood watch on a destroyer off* -fa 
Alaskan coasts and the sight of 
Grandmothers homemade souj 
made my mouth water ( it was im 
only time in my life I ever enfo'ij^i 
eating vegetables). We store u; 
memories and force fragmentod 
thoughts into commercial situations 

Curiosity is so important, K| 
writer can sit in his cubicle for lon| 
without withering Tip. Ideas 6mm 
from man, but man must be williw 
to search for them. It takes a cot. 
certed effort to deviate from a, com' 
fortable pattern of life, but sjif* 
small adventures will prove reseat 
ing. The writer who conceived tin 
Ban documentary series must 
known the city (its beaches as 
subways and teeming masses)- Em 
haps, the idea came to him m 
night as he walked Third Ayemw 
The important thing is t\ie 
result — an exciting film eoliciM| 

Hard-working ( even h&jf&t 
ing ) commercials don't hays ts] 
dull — they can be creative. 
Contae series is interesting, y&lA 
a sound selling job. Allerest is * 
other example though with B®, 
emphasis on a creative techiitT" 
Fortunately, we have fewer 
fewer of the old Anacin and firW 
type approaches. Maybe it prof 
a point. Commercials don't IWmt 
be irritating to be effective. And i 
taken a long time to prove it. 



TOXf WAIKWHIGHT, cod| 
writer at If. W, AfP.r & Son in 
Chicago, has also Worked in thl 
creative departments of Leo Bur- 
nett and MeGaim-EriVkson. Que nl ■ 
his commercials for Illinois Bwll 
Telephone svpn a Ileriiws A<w*a«ri 
in this year's Chicago Federated 
Advertising Cluh «onir>etition. 
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WBAL T V. BALTIMORE 

ItAilYLAND S NUMBER ONE CHANNEL OF COMMUNICATION" 



NATIONALLY REPRESENTED BY EDWARD RETRY & CO., INC. 




how do you fit a giraffe into a carafe? I 

You can! ... if you're willing to settle for just the tip of the nose. Like ranking TV markets 
You can take a small portion of the market by using the SMSA metro approach . . » but li 
you want the whole giraffe, you've gotta rank by total market! Point. More than 90% of ' 
Charlotte Market is located outside the metro-area. The total Charlotte TV Market o 
tains 574,800 TV homes . . . ranking 20th in the nation . . . first in the Southeast! * No neil 
to neck race, WBTV is 'way ahead in the homestretch with an 87% lead over the marfem 
second station. nnn i m iv \ r~i *ahb f v Market 



CHARLS 



JEFFERSON STANDARD BROAOCASTING COMPANY 
Represented Nationally by Television Advertising (T*aR) Representatives, Inc. 
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1PONSOR 



IVcrnilur HMJ.'l 



LB J - what his 
new role means 

ising back from tough Kennedy administration policies 
expected as President moves to closer understanding 
broadcasting industry, prepares for 1964 campaign 



tiouship of nearh tlrni" K « i nit-c 1 \ 
\ears now in the p. is!, and (lie ques- 
tion ol how much longer tin- 31- 
inoiitli economic i eco\ er\ will con 
tinnc, new \\ ashington business 
polic\ is .in almost sun* l>ct. 

The future is c lear in one respect. 
\ et clouded in anodier: Though 
I a ih ion Johnson s basic politic .il 
position was well known, it does 
not iicc essarih pun ide ,i h.isis for 
assessing the months to come. His- 
tory often shows — .is in the case oi 
Harry S. Trmn.ui — th.it when a 
in. m asc ends to the Presidency , his 
actions and political performance 
may he quite different from am - 
thing he has done in the p.ist. 



1st a few short weeks ago, inquir- 
ing reporters oi t\ s Caiulitl Camera 
moved ahout the eountn asking 
Who is Lyndon Johnson J " The in- 
.lljilit) of many to answer correct!) 
was appalling, though perhaps not 
surprising. Within a lew hours, on 
Fricl.iy. 22 .\o\ ember, there wen- 
few who didn't know. \s the tragic 
.issrassination ol President Keiuiech 
moved into histor\ last week. 
Vlncrieans began asking "W hat is 
Lyndon Johnson really like? 

One I'.S. segment, the business 
world, had many reasons lor won- 
dering what the new Johnson ad- 
ministration might mean. With the 
soiTievvhat troubled business rela- 



I r< >m the millioi mI mi ids writ 
t( li .Old spok ,i III (Ik p is( l< U (I os 

ib .oi thi ii< w | • hnsi >n \tlmmisl i i • 
tic n Im iw i \ i i i ih im' < i i »l ki \ 
tl < .iu,hls < I p.n tu ill ii nit. 1 1 \l l< 

i«b i i tis is .ll)«l llio (l( isti | s be 'HI 
to eniel^e: 

1 I la oie.il i his w iii s < »vs 1 1< i ship 
o| ladm and li l< \ ink >ii prop* ttn s 
ami his own t 1mm- |>i im ii. il nii< ri st 

I A lldi ill H Johnson is tin ill' st 
broadcast omitted ( 1 1 1 < - f L\e< nti\ < 
e\ er to elitel (lie \\ hlte I louse 

2 though |)i nn.iriK a p< lit u i tit. 
he is a \ er\ practical biisiiiessinaii 
who has made his own substantial 
lortiine with the hrlp of his w lie. 

3. Primary interest I >\ l ! restd< nt 
|ohusoti in broadcasting and ad- 
vertising problems during the next 
lew months is nnhkeb because of 
pressures ol national and mt< rna- 
tion.il a (lairs, and the impending, 
F)o I campaign Hut. unquestion- 
ably . an easing-h ick Iroin the get - 
lough policies of the kemiecb ad- 
ministration can be expected 
through his inten enlion 

I President Johnson has the <\- 
perieiice. capability, and assist. uk e- 
in-depth to beeoni • a stn nig leadi r 

As a broadcaster 

For the record. The LMJ Com- 
pany ow us the KTBC radio and 




President Johnson makes initial statement via television with the first lady at his side 




FCC chairman Henry's role changed? 

television stations in Austin, Texas. 
It also has a nearly 30% interest in 
KWTX Broadcasting which in turn 
has major interests in KWTX radio 
and television, Waco, KBTX-TV, 
Bryan, Texas, KXII (TV), Ard- 
more, Oklahoma, and KNAL, Vic- 
toria, Texas. 

LBJ Company majority control 
rests with the President's wife, 
"Lady Bird," formally Claudia T. 
Johnson. Two Johnson daughters' 
interests give the family nearly 85% 
of LBJ Company ownership. 

Technically, the President has no 
stock interest in the radio/tv firm. 
But it is complete fiction that his 
wife alone runs the stations. John- 
son himself is quite familiar with 
many phases of station and network 
operations — i.e., line charges, rate 
cards", advertiser problems, top 100 
market buying policies, etc. — ac- 
cording to broadcasters who know 
him. As a knowledgeable broad- 
caster, the President could be ex- 
peeted to be both highly critical and 
favorable to the industry. With a 
better understanding than usual, 
the future relations ol commercial 
broadcasting and the Federal Gov- 
ernment could provide a great deal 
of give and take. 

The Presidents relationships 
w ith the broadcast industry are not 



limited to his own stations, either. 

On a number of occasions, he has 
taken part in the radio/tv corres- 
pondents' dinner in Washington. A 
few years ago, while Senate Major- 
ity Leader, he invited a group of 
key broadcasters to Washington to 
emphasize the responsibility they 
held. He is also familiar with the 
Advertising Council, having spoken 
at its dinner session held onlv last 
March. 

President Johnson in his first 
proclamation took to the tv medium 
within hours after his accession. 
During the hectic early hours of his 
new administration, President John- 
son was reported to have followed 
many of the fast-moving events 
from in front of the television 
screen. 

More than casual interest in ra- 
dio and television was evidenced by 
the President anew last week, when 
the White House informally ad- 
vised the industry of its apprecia- 
tion of the coverage given the 
funeral of the late President Ken- 
nedy. As if to emphasize the chang- 
ing attitude in Washington, FCC 
chairman E. William Henry com- 
mended the broadcasting industry 
in a special statement (for further 
background, see Washington Week, 
page 65). 

Johnson is also known to hold 
strong opinions on the importance 
of public service efforts by broad- 
casters. 

There is a seeming contradiction 
to this in his actions, and it lies in 
the fact that neither his family's 
Austin stations, nor those under the 
KWTX management, are members 
of the National Association of 
Broadcasters. However, it's as- 
sumed that Johnson's own position 
in public life may mitigate against 
his being associated with the XAB. 
and not that he is necessarily 
against its policies. 

As a businessman 

Generally speaking, it's felt that 
Lyndon Johnson brings to govern- 
ment a much more realistic attitude 
toward business. Only a few weeks 
ago, speaking in Texas, he gave a 
strong endorsement of the free en- 
terprise system, noting its three 
vital parts: the man with money, 
the manager who runs the business, 
and the working man, who, through 
his efforts, earns a solid wage. 

Johnson not only understands 



business, he practices' it. J 
ranches are run strictly as a btffij 
ncss operation. One friend remea 
bers a meeting with the hew Pre; 
dent \yhen he was able to rejpqr 
the ranches' most recent earning 
down to the penny. 

Many other expressions are use; 
bv friends to describe him— he' & 
"doer" ... he doesn't rreeessaril 
move in public, but gets tl 
done . . . he's a great administrato 

With the shortness of time bag 
Johnson must face the 1§64 can 
paign, a number of key i 
who surround liim Will probab 
move into critical areas in his 
half. Names mentioned most If 
quently as those who Will take 1 
active role in Johnson's behal i 
Include: 

y Walter Jexkixs — JolmsCai 
long-time administrative agsMW 
Jenkins has followed the broaden- 
ing industry closely, and is alread; 
known to many in the industry. I 
is considered to know its proJafen 
well, and has worked on the HiHf 
broadcasting measures on ijysr 
occasions. Jenkins will move irn 
key administrative post in tli 
White House. 

► Leonard Marks — Part of t3l 
Washington law firm of Cohn all 
Marks, counsel for the LBJ Con 
pany. Former FCC Bar Associptia 
chairman Leonard Marks is at th 
same time a close personal friend ? 
the President. 

► George Reedy — veteran new: 
papcrman who is expected to an 
eced Pierre Salinger as Press Seen 
tary. 

► Oscar L. Chapmax — form 
secretary of the Interior. Chapnra 
served as co-chairman of the IHf 
Johnspn for President Commits 
together with India Edwards,. 0 
the same committee, John B» Cor 
nally, now governor of Texas, \va 
campaign manager, and Edward j 
Dc Gray, former ABC Radio presi 
dent, headed up Johnson radio aiu 
television activity. 

Close broadcast industry assoei 
ales are many. Among the mmm 
frequently mentioned are those i 
Dr. Frank Stanton, CBS President 
NBC President Robert E, KintMfl 
KTBC prp.sid.ettt J. C. Kcllam: for 
mer KTBC vice president Warrei 
Woodward, who joined Amcrfen 
Airlines; Jack Harris, vice prcsiden 
and general manager of KPRC-TV 
Houston, and manv more. 
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Group effort makes a difference! 



A nation was built on the principle 
that "in union there is strength." 
The principle is no less applicable in 
broadcasting today. 

As a group, the five CBS Owned 
television stations arc able to accom- 
plish undertakings far beyond the 
abilities and resources of one station. 
Item: to produce annually a reper- 
toire workshop series pro\ iding five- 



market exposure and opportunity for 
promising creative and performing 
talent. Item : to conduct an annual 
international program exchange, 
allowing viewers to see the best tel- 
evision foreign broadcasters have to 
oiler, and foreign viewers to see pro- 
grams typical of American culture 
Item: to operate a Washington N'eus 
Bureau for regional-interest co\ erase 



above and beyond the service of CBS 
News Item : to marshal together 
the very best programming brains in 
the five cities to work for a common 
cause— better local proi;rainmimz. 

I he fruits of such group achieve- 
ment pros ide ample reason w hy each 
of the CBS Owned stations is held in 
such high regard in its community 

CBS I ri.KVISlON S I A I IONS £ 



iK Division ol Columbia RnMnUMUMI SyMrm. Inc . operating w>r»s-t* Sc« \ ork. 1 o* Anselc*. l~h <as i mi Pt> l<iKlrV> x v wox »» Si I «j % 



One of the first departures ex- 
pected from the Kennedy team is 
Arthur Sehlesinger, Jr., former Har- 
vard professor whose opinions on 
the role of advertising and broad- 
easting have frequently rankled the 
industries. 



The new policy 

In addition to assuming a more 
realistic and relaxed attitude to- 
ward business, President Johnson 
is expected to pursue a somewhat 
different policy toward broadcast- 
ing. 



For several years now, it has gen 
orally been accepted as fact ika; 
the .strong statements from forme 
FCC chairman Newton Mnwp 
were supported by Attorney Gen 
eral Robert Kennedy. In some mm 
sure, the present chairman, E. Wi 
Ham Henry, has pursued a sifftlH 
line, frequently criticizing broad 
casting and advertising for its short 
comings, and threatening to legi 
late if the industry did not tafe 
action. 

Johnson is on record as favorto 
the continuation of New FrflaH 
policies. The question — whore j 
affects advertising, radio and told 
vision — is how far? 

NAB president LeBoy Coif 
last week ducked the problem, an 
said, "I don't think Anyone m 
make an accurate assessment at th 
time." 

Collins' position was readily m 
derstandable, for there were ¥ff. 
ally none in close contact Wilh" I 
new President who were prepart 
to venture any opinions^ tor tl 
record. 

A first thought is the pQsSibft 
that a broadcaster might be name 
to the FCC itself. FCC incunf 
Lee Loevinger, who might be 
pointed as a Federal judge, repp 
sents a possible vacancy. But I 
move has been considered in tl 
past, even so recently as by the la" 
President Kennedy. Significant! 
it's understood that no broadcast* 
of sufficient stature could be four 
who would accept the appointive 
— so far. This may now change. 

With such strong beliefs ema»a 
ing from the White House, comini 
sion chairmen might find thei 
selves no longer speaking for tl 
Administration if they repeat th< 
past performances. 

One key source reports that the 
will be no moves by the Preside 
unless there is a resignation* be 
from FCC, Federal Trade Coi 
mission or other government 
bodies. But at the same time, i 
known he favors less governnie 
regulation, rather than more. 

Though one can only uwm 
what may take place in the P 
Administration, the viewpoints < 
pressed indicate clearly that a mi 
course is the order of the day 
Washington, perhaps not easily p* 
ceptible at first, but sure to coi 
in the months ahead. t 
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R/TV HIT GREATEST HEIGHTS 

BROADCAST JOURNALISM rose to its greatest heights last week in the 
face of the tragedy which engulfed the United States and the rest of the 
free world. When news of the nefarious shooting of President John F. 
Kennedy was first made known, all radio and television networks, and most 
local stations, immediately suspended commercial operations to bring an 
anxious public instantaneous details on the condition of the President, then 
his death, the capture of the suspected assassin, his slaying, and capture 
of bis murderer. 

The networks did a fantastic job, helping allay the public through sight- 
and-sound pictures of what had transpired and interviews with leaders 
who forecast what was to occur as our country's reins passed to a new chief. 

As the public's shock turned to deep-felt grief, they were able to keep 
abreast of bow the United States was coping with the situation as th^ rtet- 
works kept their cameras and microphones focused on the awerame events. 
This was the first time radio and television had such an oi> q mminity to prove 
themelves, and both media performed admirably, w'ithjfste and with re- 
straint, switching from Dallas to Washington, to othetjireas of the eountry, 
and even going to other parts of the world via satellite for reaction and 
prognostication. 

The coverage was so thorough that it brought viewers the dramatic 
scene of the fatal shooting of the accused assassin of the President, as it 
was occurring. Only one network was present for a live telecast of the hor- 
ror, but the others were able to later show it on film. 

ABC, CBS, and NBC each logged close to 70 hours of eontinuous cover- 
age, from the initial bulletin of the catastrophe about 1:30-2 p.m. Friday 
(22) to midnight Monday (25). Regular programing was resumed Tuesday 
morning. During that time, the networks made their coverage available 
as a public service to any station that wished to carry it. Although portions 
were pooled, individual specials were presented by each of the networks. 

In addition, some 20 countries were serviced by ABC International, CBS 
Films, and NBC International, including Canada, Ireland, The Nether- 
lands, Venezuela, Brazil, Panama, Argentina, Uruguay, Colombia, Guate- 
mala, Costa Riea, Honduras, El Salvador, Mexico, Nigeria, The Philippines, 
Puerto Rieo, Hong Kong, Japan, Australia, and elsewhere in the Far East. 
Also, ABC fed an hour kine on Friday to the Soviet Union, and continued 
feeding the USSR at its request. 

The willingly-lost commercial time cost broadcasters some $27 million 
overall, for tv and radio networks and stations. Added to this is an estimated 
$10 million spent to produce the programs which were scheduled to have 
been aired, plus the inestimable cost of providing equipment and manpower 
to keep the public informed. ^ 
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News makes a difference! 



On the CBS Owned stations, the news 
is e<><></ . . . and there's more of it ! 

For one thing, there's the vastly- 
expanded news schedule on the CBS 
Television Network— world and na- 
tional news co\cred in depth each 
morning, afternoon and evening by 
such CBS News "names" as Cronkite, 
Reasoner.W'allace.Seva reid.lidwards. 
Local news reporting has also been 



stepped-up sh.irpK . thanks to aug- 
mented local stalls, increased co\er- 
age of state capitals, and the stations' 
ow n Washington News Bureau for 
special reports from the national capi- 
tal. Bear in mind.too.th.it the local cor- 
respondents— new smen like Robert 
I rout in New York. Fa hey Flynn in 
Chicago. Jerry Dunphy in Los An- 
geles. John Facenda in Philadelphia. 



Spencer Allen in St I oui\— are as big 
locally as C ronkite is nationally . 

Ioda% more than e% er before, 
there's a big difference in news be- 
tween the C BS Owned stations and 
their competition. I his is onc-/nu 
our ol the reasons u hy a C BS Ow ncd 
television station has \ ery special 
standing in the community it sen e>. 

CBS i n P\ ISION SI \ \ IONS I 
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ADVERTISERS 



How does 

your product look 

on television? 

Bv WILLIAM R. DUFFY 




William R. Duffy, McCann-Erickson's senior 
art director for tv, designed packages before 
moving to the new ad medium. In tv since 1945, 
lie was the first art director for commercials and 
visual considtant on shows, working out now- 
standard devices like suspended staging. Duffy 
teacJies, writes, and lectures around the world. 










Nabisco demonstration of the Stack Pak is especially suitable for tv advertising. The 
product is extremely functional in color, design, and packaging, permits demonstrator 
to open and close the box with ease. Product differences can be shown in close-ups. 



Nothing is more important 
your product. If it is an liiafl 
product — if it is as good ai yap 
think it is, al'good as you say i£ |T 
if it really docs what you say if 
does — then the manner in whiJ 
it is shown and seen should refeci 
this. Its presentation, and its Glial 
munication, should originate from 
the product itself, from its tmm 
from its product differences, prM 
duct advantages, from its consunj 
er benefits. 

With this as a prerequisite — mM 
base — the product story can 4 , §n| 
should, be told with honesty? ilJ 
tegrity and confidence. It should b 
told with intelligence, siirrohvil^ 
and impact. 

If function is a measure of a p£#a 
duct's worth, then its form fflm 
follow its function. For any pmAsm 
the design, containerization, pad! 
aging, and presentation .must hi 
carefully, and knowledgeably eou 
sidercd from every aspect, Tjk 
technical and esthetic requirement: 
of each of its mediums of expHRj 
as well as its total preseutaii 
must be explored in depth. 

Unfortunately, in far too Uraif 
cases, the form a product takew 
not functional, and little atteatlW 
is given to some of the medium® ill 
which it will be exposed. 

This is particularly, and illogic 
ally, true in regard to the mediuii 
which is today probably the HWm 
powerful, important and expensiu 
— television. 

Little or no thought, research a| 
experienced judgment is given i 
tv requirements, or to the product 
presentation and representation ©) 
tv. And yet, this is a medium whlcll 
has proved itself . . . and is 
sistently and constantly re-provin. 
its worth. It presently accounts, fo 
a most significant share of the coin 
numications market and there i| 
every indication that it will aad 
tinue to gain an even greater poi 
tion of advertising revenue. Far 
majority of products it is a stirar 
kiting and challenging medium* I 
reality, television is your mftfe 
place — with a whole new set i 
rules governing what is acceptdbl 
and accepted. 

From yon. television requires 
genuine interest, an informed, ech 
cated awareness and Concern, 
requires an attitude and a wtlHiJf] 
ness to take a difficult stand — ife 
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U Prime time makes a difference! 




On the CBS Owned stations, prime "Candid Camera." "Gunsmoke" and A big difference in prime time ' \sk 
time is truly prime. Never been better! so on'.') C omplementing this fantastic themillionsot New Yorkers. Southern 
No need to point out that the CBS network array, the stations provkk Californians. Chicagoans. Philadel- 
Television Network program line-up many locally-produced evening pro- phians and St I omsans who comis- 
is stronger than ever. < How can you grams ranging from award-winning tently look on their CMS Ow tied tele- 
miss with Gleason. Silvers. Moore. documentaries to symphonic concerts Msion station as their prime source 
Skelton. Ball. Van Dvke. Thomas. to full-length performances of Shake- of entertainment ami information 
Kaye. Hitchcock. Sullivan. Griffith. speare Whatever is of special interest and ncus - > L "-' r a,Icr > car J,ter > ear! 
Burr. "Beverly Hillbillies." "Nurses." to members of the local community. CBS 1 VI \l\ ISION S I A 1 IONS I 
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INSTANT IDENTIFICATION 

This type of inside/outside packaging registers immediately 
on the shelf and on the licing room screen. It allows the shop- 
per to tell at a glanee the shape, wattage, and color tint of the 
bulb. Identification is easy from any viewpoint. This kind of 
package as well as new see-through materials which are flexible 
and unbreakable might toell be considered for products that 
must identify and associate contents, such as toothpastes, men's 
toiletries, and foods similarly inside and outside container. 



of re-analyzing and re-evaluating 
your product, its containcrization, 
its packaging, and its position with 
complete truthfulness and honesty 
— and then, to take any and all 
corrective steps, no matter how 
drastic, which may prove to he 
necessary. 

If there are any weaknesses, tele- 
vision will find and emphasize 
them. If your product, its brand 
name, its corporate image, and 
identity are not easily identifiable, 
easily recognizable — if the contain- 
crization and/or packaging is not 
functional — if it is pedestrian and 
fairly similar to its competitors, if it 
doesn't separate itself from the rest 
— television will highlight this. 

Therefore you must not just look 
at, you must really sec the product 
as your audience sees it. They have 
neither the time nor the inclina- 
tion for prolonged study or emo- 
tional involvement. Any study of 
this audio/visual medium must he- 
gin with the consideration of the 
time element. Time (or lack of it) 
is one of the major differences sep- 
arating tv from other forms of com- 
munication. This element of pre- 
determined viewing time offers 
some similarities to outdoor adver- 
tising — where the message and pro- 
duct viewing is designed for motor- 
ists traveling by at a 50-60 niiles- 
per-hour clip. 



Television commercials must be 
designed for time segments of 60, 
30, 20, 15 or even 10 seconds. And 
within that rigid allotment, the 
product may be shown in a "beauty 
shot" for only 3M to 41 seconds. For 
the remainder of the time, it is like- 
ly to be shown in an "in-use" dem- 
onstration in motion, or perhaps not 
shown in the clear at all, in order 
to make room for the "end result" 
of a "before-and-after" dramatic 
situation. And yet, that product 
and its package must still register. 

This is further complicated by 
the fact that the television scanning 
process docs not provide the clarity 
of image or fine reproductions ob- 
tainable in the print media. Nor 
can you exercise the same control 
over the assuring of this quality. 
A magazine or a product on the 
shelf offers pre-controlled quality 
and does not have to be tuned in 
by the viewer; a television set docs. 

In today's black and white tv, 
eolor and color differences, their 
separation and their fidelity to the 
original package in the consumer's 
mind are important considerations. 
(Color tv, which is increasingly 
more prevalent, has its own addi- 
tional problems. ) 

On the shelf, your product is 
basically competing against others 
of a similar nature. On television, 
you are competing not only against 



products of the same type, but m 
everything else on television . . 
commercials and shows alike. Th 
is primarily,an entertainment mad 
um, and the audience really does, 
want you or your product intrv 
ing on their leisure. It is up to y 
to make a place for yourself . . , [ 
competition with similar produc' 
all other products, all commercial 
all shows, the news, sports, weatht 
and all the other new and varis 
forms of interest-provoking Mr 
which currently exist or will 1 
invented to draw attention aw 
from you and your product. 

This must be done undej dl, : 
cult viewing conditions. In pri 
media, any material is available 
closer or repeat examinations at; I 
reader's convenience. In televM" 
your message must gain attentisTB s 
the instant it is first shown, Unffl 
the captive audiences of motic 
pictures or theatre — the t clevis* 
audience is faced with a wide v 
iety of distractions. 

Often viewers are involved 
other activities in addition toWIM 
ing — household chores, eating, co: 
versation, supervising the childre 
the dog, the telephone, etc. In sir 
the usual distractions of everyd 
living, the disturbances and lack 
attention usually reach their pti 
during the commercial — the time 
prime importance of the advert™ 
as well as the point of his greate 
financial contribution — but of lea 
importance to the viewer. 

Can your product successful 
compete against all of these di 
tractions? It can, if television ai 
its requirements are intelligent 
and expertly considered during tl 
initial stages of product and pac 
age design. Unfortunately, judgii 
by the great number of paekag 
and products which must be, Era 
tically redesigned following tb* 
initial television appearance, it 
obvious that this consideration 
lacking in a majority of cases. 

The case histories of some 
those advertisers who have tfb> 
steps intelligently to cope wi 
these problems present a great n 
ord of success. 

An outstanding example is T 
National Biscuit Company. Prior 
the television years, part of thaK 
nual presentation by the ageo 
was a two part proposal: Rede# 
of full Nabisco product Hnf . 
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Local audiences agree, movies are 
better than ever on the CHS Owned 
stations— where viewers arc current- 
ly enjoying a bonanza of recent movie 
blockbusters never before seen on 
television in their areas. Thanks to 
newly-purchased packages of movies 
produced by the big Hollywood stu- 
dios and other important film cen- 
ters of the world, \ icwers are getting 



first-run-on-telev ision action \ arns. 
comedies, dramas and musicals All- 
time box olfice champs like "On the 
Waterfront." "From Here to Fter- 
nity.""Dark at theTop of the Stairs." 
"I he FBI Story." Hitchcock chlT- 
h angers. DeMille spectacles. John 
Ford westerns. And a star roster that 
runs the gamut of filmdom "names": 
from A\a to Zsa/.sa. from Brando to 



W a* ne. No wonder such feature lilni 
programs as " I he Farly Show" and 
" I he I ate Show" are long-run t.ivor- 
ites w ith audiences in five markets. 

l or su re. there's a hts ditlerence 
in the calibre ot feature I ilm pro- 
gramming! And no one know sit better 
than the CBS Owned television sta- 
tions Except, of course, the viewers 

CBS I EI.EVISION S I A I IONS Z 
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ADVERTISERS 




DESIGNED TO BE USED 

Pop-top cans, Cluing King containers, and Hudson Facial Tis- 
sues box are all representative of relatively new packaging 
developments, clearly consumer oriented and ideal for tv adver- 
tising. The pop-top cans are excellent for demonstration; the 
Chun King container of unusual slmpe good for tv's visual 
impact; the Hudson box becomes a decorative accessory when 
the ivrapper is removed, a clear consumer benefit. Piels beer 
can shows simple design which can be remembered easily 
in short-span viewing on tv. The Budweiser design is more 
complicated and less memorable, also would be obscured 
during handling on tv but design has traditional value. 



and the establishment of a symbol 
and corporate identity whieh would 
be earried through the entire line. 
Year after year this proposal was 
politely listened to, and then polite- 
ly rejeeted. The elient had a pro- 
duet line he was proud of, and 
a form of corporate image that 
adequately identified his products 
in the consumer market. He loved 
the "Uneeda Biscuit Boy" and all 
the other signs and symbols that 
separately spelled sueeess, at that 
time . . . they were traditional, ae- 
eepted and acceptable. Then eame 
television! 

In 1953, Nabiseo began to make 
some very heavy expenditures in 
daytime television with children's 
favorites such as Oreos. For the first 
time the client really saw his pro- 
duet line, or to be more exact, did 
not see it. 

lie suddenly found he did not 
have the opportunity to study each 



package as he had been able to in 
print and promotional advertising. 
He eould see it only within rigidly 
prescribed time segments. In short, 
he had to view his product as his 
audience did. ... in use ... in mo- 
tion . . . and for only a brief time 
span. 

This prompted him to give the 
ageney a free hand to eorrcct this 
unfortunate situation. The ageney 
researched the problem and called 
in design specialists — not to work 
in ivory tower isolation — but in 
elose cooperation with the trained 
specialists in the ageney's television 
operation. The projeet started with 
the popular pretzel line. The aim 
was to do mueh more than just 
simplify or color-correct the line. 
The packages were redesigned for a 
clear identity on all four sides, plus 
the top and bottom, in the realiza- 
tion that demonstration, in-usc sit- 
uations and general movement 



would take up most, if not all, a 
their television exposure time. Fror; 
a "form following function" pf>|n 
of view, th<?|r containers were ia 
signed to open more easily and t 
present a neater appearance win 
closed between usages. Tbee-xtetM 
surfaces and brand name were d<] 
signed to register within the noi 
trial, restricted viewing period, Tin 
sueeess of the pretzel line both m 
television, and on the shelf, vr 
cou raged Nabisco to undertake fll 
redesigning of their full line. 

Consequently, all the packajw 
for each division of Nabisco weij 
redesigned tjo fit the overall tel 
vision requirements, as well as the; 
own competitive shelf needs. Th 
procedure was then earried ai. 
other, and very valuable, step fa 
ward with the adaptation of a sl J 
porate trademark which was use 
on all Nabisco products — "the Cf 
per left hand corner triangle'' wh? 
became a base for the already c 
tablished Nabiseo seal. In order 
firmly establish this new symtaff 
was used consistently in the up 
left hand corner of newspaper §a. 
magazine ads, promotional pie$e 
point of sale displays and » 
television frame during its estabfe* 
ment period. 

Another example of interesffl 
and informed packaging is the m 
side-outside" design of the West 
inghouse light bulbs earlons. %Mt 
the aid of the simple, posterjik 
design shape of the bulb Oil eifj 
carton, one ean tell at a qpfc 
glance what size and type bulb th 
paekage contains. The conteM 
shape, size and color are impOftM 
to the identity and selection wbjgrj 
the product, for the most part, ap- 
pears without its carton in prir 
and television, but always within fl 
earton on the shelf. 

This need for re-evaluation aH* 
redesign has been felt not only ij 
industry, but in other tv areas a 
well. The sports world has found 
neecssary (as well as profitable;) t 
"redesign ' many aspcets of the? 
'product' to fit televisions need? 
Both baseball and football uniform] 
now display the player's ntinrhe 
and. in some cases liis name, i 1 
large, easily read characters on th 
front, hack and even sleeves of th 
uniform. In football, both eoHe§' 
and professional, the uniforms W 
color coded (a corporate inrtg 
touch) — to preclude viewer cart 
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Community service makes a difference! 



As practiced by the CBS Owned sta- 
tions, community ser\ ice extends far 
beyond the dimensions of the tele- 
vision screen. How far may be seen 
from just two examples. 

In cooperation with public schools 
and libraries, the stations prepare 
monthly lists of books relating to the 
content of noteworthy future pro- 
grams, and distribute them through 
schools and libraries, to encourage 
students to read more, and to make 



their television view ing beneficial to 
their studies. Now into its third year, 
this Television Reading Service is 
reaching an estimated 1 .570.000 stu- 
dents through more than 2 1 00 public 
and parochial schools and libraries 
Supplementing their broadcast 
political coverage, the stations pro- 
duce comprehensive illustrated local 
Election Guides which are distrib- 
uted en masse to local civic groups, 
schools and colleces before ev erv 



major election. I he American Herit- 
age Foundation has called th s proj- 
ect "an outstanding contribution" to 
its campaign to get out the vote 

Add such otT-air acto itics to what's 
done on the air. and \ ou begin to un 
derstand v«.h> the the ( MS Owned 
television stations are s v > highlv es 
teemed h\ local officials, bv opinion 
leaders, by educator*— as well as bv 
viewers in five ma|or communities 

CBS TELEVISION ST. A I IONS £ 
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ADVERTISERS 




PROBLEM PACKAGING 

The redesigned Bosco container and label are improved, hut 
both consumer and to demonstrator could be given still more 
attention. The jar is hard to hold, and it is almost impossible 
not to obscure the label when the jar is held for demonstration. 
Dial's use of aluminum foil illustrates a double hazard: an 
innovation that is overdone, and one that is fickle before the 
lens. Foil teas developed as a means of separating competitive 
products, but now it suffers from uie-too'ism. Moreover, because 
of its high sheen and unpredictable photographic qualities in 
motion, on television it requires very careful, controlled light- 
ing and a great deal of correction for good reproduction. 




PICTURING THE PICTURE 

Pillsbury and Farm House show how a photograph can do well 
or poorly on the to screen. Pillsbury's frosting-mix package is 
as effective as any on the shelf. It is designed for clear represen- 
tation during in-use demonstration and close-ups of the logo. 
The product looks appetizing both on shelf and tv. On the other 
hand, Farm House mince meat pie has a reasonably m'U de- 
signed package for print media and for the shelf. The photog- 
raphy, while interesting, still loses emotional and appetite ap- 
peal on television. This is one of those rave cases where a photo- 
graph is effective on the shelf but loses some appeal on tr. 



fusion — and the more registejralilj 
more dominant colors carrying hi 
formative weight, style, simpfet 
anxl dramatics were the factors d 
served in the redesign process. 

These, and other case hisfaorfc 
are success stories because M 
clients were willing to look at ,thf; 
products, their packages and th 
image objectively, in relation to th 
prohlems presented by tclevi&ii 
They were also flexible enough t 
make the necessary changes. 

Knowledgeable, intelligent ;c®r| 
sideration of television can be aj 
aid to the product in many othi 
areas as well. Any product an 
package design which registers ws 
on television will also prove equal! 
effective in all other media — jfr 
eluding the shelf. 

Television is also an unsurpasftfi 
medium for demonstration. It 
vides the same Mud of personal in 
valvement as does the test drtscl 
ft builds trust — people believe tfepj 
pop-up toasters will really pop 

On the strength of Betty fwi 1 
ness' washing machine demonitfa 
tions for Westinghouse they m 
longer brought a bag of washing t< 
he done at the appliance store he 
fore they purchased a machine - 
they believed that the product fill 
filled its advertising claims. 

Any product or packaging will 
inherent, demonstrable q 
will find television its most 
able medium of exposure. Th> 
consumer benefits of snap-top cam 
tear-strip openings, re-sea la hie ma 
tainers, unbreakable plastic in pk 
of "lass, and thr host of other iul 
novations, currently in use or 
to be developed can be derosnl 
strated best on television — the dan 
onstration medium. 

The range and volume" of ne\ 
products which will be introduce' 
in the late 1960's and in the IIP" 1 
w ill be unprecedented. It will |P 
vide advertisers with another m< 
most challenging opportunity t 
make a fresh approach, yet a logfca 
approach, to one of their most in" 
portant mediums of exposure «< 
sales — television. 1 hope they \vi' 
take advantage of their position -J 
of what it has to offer — and 
take advantage of the spedl#»| 
•juidanco of th(WV best able to gniS 
them — for both their inunrdiftJ 
benefits and their long range hM*\ 
fits — that of the consumer, a 
vision-oriented consumer. 
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Everything makes the difference! 



By now it should be abundantly clear that there is a considerable difference between the 
CBS Owned television stations and others.no matter w hat criteria you use to measure them. 
Local audiences know it— and show it! Local community leaders and officials know it! Local 
and national advertisers and agencies know it! If you would like further information, your 
C BS Television Stations National Sales representative will tell you more about \\CBS-T\ 
New York, KNXT Los Angeles. wbb.vi-TV Chicago, WCAI -TV Philadelphia and KMOX-TN 
St. Louis. And demonstrate what a difference the words "CBS Ow ned"can mean to you. ® 





AND: 

Eric Sevareid 
Charles Collingwood 
Harry Reasoner 
Arthur Bonner 
Winston Burdett 
Wells Church 
Tom Costigan 
David Dugan 
Bernard Eismann 
George Herman 



Richard C.Hottelet 
Bernard Kalb 
Marvin Kalb 
Peter Kalischer 
Frank Kearns 
Alexander Kendrick 
Charles Kuralt 
Bill Leonard 
Stanley Levey 
Blaine Lit tell 
Roger Mudd 
Paul Niven 



Stuart Novins 
Robert PierpoirB 
Dan Rather 



es 

Robert Sehaknc 
Daniel Schorr 
Neil Strawser 
Charles von R^l 
Harry Arouh 
Steve Banker 
Russ Bensley 
Nelson Benton 



This is the formidable team of CBS \cws re- 
porters and correspondents stationed around 
the world who track down and present the 
news each weekday night on thee rsimmm, 

M VVS VV ITU VV ALII R C ROSMri 

I n aggregate thev add up to the most 
experienced, enterprising and penetrating 
journalists in broadcasting 

The central figure in this pietuie is\\ alter 
t ronkite. uhohas repeatedK established that 
he is one of the ablest and most versati e re- 
porters m journal srn. \* one critic reported 
he cannot be parodied beta sc "he works in 
such pure, literal, unuiannercd stra cht news 
lashion " A distinguished fellow journalist 
has said of him "He's a pro Hed.vsh sh nise- 
work "This reputation for integrity and ded 
cation has earned the confidence ot w sr Id 
leaders and given h m acee-ss to cvclu»ivc in- 
terviews and news-bre kin • informs: on 

But the news is far too big for one n to 
handle or even two \s managing editor. 
C'ronkitc starts assembl ng his m ten I and 
shaping his nightlv new s broadcast carlv in 
the da) . screening thousands of feet of news 



til that have come nto the new s otfee over 
night, conferring w th prod ccrs. w riters and 
ass gnnient ed tors and d st, ss n * t e st r 
that are cvpcited t i ' break thr i h Hit t c 
alter noon He conti ues t > i cu t H nv 
v nil (.ant developments r • t up t ir ti e 

He av call I Stan ev I cv < e of t e 
nation s top I. b t rep Tiers i i nilv/c a 
k not!) euwni c iss c He '• v s r «m 
correspondent H rrv Re mcr t i bri s 
spec i I nsi ht t v be r < . m r n wc st rv 
He niav ask I ric Vv a c d br 
fore i >st es v st t ■< • c n 

soo I problc or \| \ K ( lis\ 
D plo i t i orresp dt i \\ - t ■ p 
assess the I test i tern t d vc t 

Mondav t r h I r J \ n t c i i 

S|S S VV \ VV ' t H VV \ s, K i \ 

le rn more bout w t h s pc cvi v, ere 
it happened, h >«. it h ppc ed nd t 
porta t of al whv it h ppened t a- nv- 
wherc else in telcv % m 

®CBS News 



Discussing commercials, k: Woody Walters, pdcr., Dick Mayes, acct. supvsr., Bob Mattox, ad mgr., Billings Fuess, group hlf& 



WE LIKE 30-SECOND COMMERCIAL! 



Liberty Mutual Life Insurance executives 

feel the use of 30-second tv spots is effective; 

decide to continue using them in the future 



Chances auk, if you told an adman 
you were using 30-second spots, 
he'd say, "You mean 20 - second 
spots, don't you?" 

But Libert}' Mutual does use 30- 
second spots and plans to continue. 

Only two years ago Liberty Mu- 
tual didn't use any tv at all, now 
spends about S2 million in the 
medium. Much of the tv money goes 
into sports, although the insurance 
firm has recently decided to try 
some documentaries as well. Both 
types of programing attract large 
male audiences whose characteris- 
tics match Liberty's policy holders. 

The 30-sccond spots seemed like 
a natural short-length commercial 
for Liberty. Ad manager Robert 
Mattox was convinced that Libert)' 



could not tell enough about insur- 
ance policies in 10 seconds or 20 
seconds. 

Minutes were o.k. when it came 
to cramming in information. In fact 
minutes are still used frequently. 
But the tolerance of tho average 
viewer toward insurance pitches is 
very low and 60-, 90- and 120-sec- 
ond commercials are likely to lose 
attention. 

Libert\- first aired the 30-sccond 
oddities last year during station 
breaks in Boston. The)' were a com- 
plete success and are now seen in 
nine markets. For next year Liberty 
plans to produce more of the same. 

Another unusual approach: Lib- 
erty is tailoring commercials to 
viewers in specific regional markets. 



Because each state has different iw- 
surance regulations, most insuraneej 
company ad messages that cover 
man)' different markets are extreme- 
ly general. To overcome this prob- 
lem, and strengthen its sales pitch. 
BBDO. Liberty's agency, has cre- 
ated IS separate "localized" eoiui 
mercials directed at viewers in th# 
particular markets. 

The Liberty Mutual ad depart- 
ment, working with BBDO writ«pj 
first reviewed the kinds of policial 
sold in the markets and then el* 
traetcd the types of coverage die 
company wanted to emphasize inJW 
sales message. Indiv idual groups of 
commercials were made to conform 
to regulations in Massachusetts. 
Texas: cities not permitting quarter 
ly payments of premiums; ajid 
cities permitting such quarterly paf -1 - 
ments. 

The nine cities utilised, all 
fitting into one of these four gruitg*J 
were Dallas, Clev eland, Cincinnati. 
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P i 1 1 s h 1 1 r u 1 1 . Boehester Minim 
H'lishinuton I) {',., 'I'iiIs.i .mil Bus 
tun. 

Tun versions o| the same coin 
mercial .in- seen in each i ltv Both 
ate stand-up, hard-sell commercials, 
packed w itli sales points. ( 'in t Cow 
civ , «i well-know ii spoils announcer, 
gives (lie- pitc Ii. In one lie is shown 
against llie haekmound of a trallic 
cirele. in the oilier he is st.nulin^ on 
pi overpass ol .i ninlti lane In'uh 
vyav. \t first the itlea ol n«,inu citv 
six- lies from e;ieh ol the m.irkets w.is 
considered, hut since trallic and ur- 
ban scenes do not van siillicientlv . 
tire same shots are used. 

Ml of the 30 -second coiiunerci;ils 
promote automobile insurance. 

1 he 30-seeond spots cin renth are 
•"'red e\ erv Saturdav (hiring the in- 
termissions of the National Football 
League (NFL) and the National 
Colleuiate Athletic \ssoeiation 
(NCAA) f(H)tball Haines on CBS. 
Iw insurance coinpam also bins 
one riihmte a week of network time 
dtriii'4 the \ merican Foot ba 1 1 
hm%m> ( \FL) contests telecast 
ib er ABC. 

Vbont H2 10.000 w ill go into spon- 
sorship of the Winter Olympic 
Amies w Inch w ill be covered bv 
XmC- Libert} was interested in 
.more participation but was too late, 
JiKiinmed to obtain six ininntcs 
?t bron til i the courtcsv of Firestone. 
VV'h/c Work! of Sports also figures 
k the schedule. Next \ ear ahont 
>900,(XK) w ill m> into tv sports on 
VllC alone. In toto, tv accounts for 
ibtnit m r c of Liberty's near $2 mil- 
ion ad budget. 

.Mattox says that commercials on 
sports programs attract an audience 
vhich has characteristics \ cr\ close 
jo those of tvpieal insurance hu\ - 
rs. The prime aiiilience is adult, 
nale. botw(>en 25 and 15 \ ears, 
annua in excess of S7.000. Ii\ in<4 in 
1 better suburban area, a white col- 
ar worker, hiyh school education or 
tetter, owning a home. This t\ po of 
"ian is the best risk, permitting the 
nsnrance companv to operate to 
live greatest benefit of all concerned. 
Profits from «i mutual insurance 
rompam are shared anion" the 
•>olie\ holders, w here.is pr >fits from 
jublicK -ow ned insurance conipa- 
ies are m'ven to stockholders. ) 
"The primary objective of our acl- 
ertisin<4 is to exert pressure in flu - 
iieinsz and developing favorable 



opinion for the (otup.uiv as a pro- 
sale c ouclitioiiei " s.i\ s a Liber t\ 
Mutual ad exec nli\ e Close at 
home this is clownpl.ned as <oiu 
pared with a mon significant elloit 
to obtain a< tual piospect leads \ ia 
eoupous and aibeitisimj offers \l| 
ad\ ertisiuu is \ lew ed as .< sales sup 
port aetivttv and. wheie ciieuin 
stances permit, we t is alwa\s foi 
development ol leads. In more dis- 
tant points from the home office, the 
coinpam identification and local 
aut nt endorsement uets extra atten- 
t ion. 

"Bruit, newspaper priuiarilv, is 
occasion. lib used, and in all eases 
rellects visual and cop\ material 
used in the t\ commercials Wel- 
come to the Citv outdoor siuns are 
used in the home olfice area and 
some experiments are under vvav to 
switch to a selling outdoor design 
in the loi in of lu'uhw a\ spectacu- 
lars." 

Libert) is one o! several insur- 
ance companies usintj t\ heuv ib . 
Others w ho have turned to the 
medium: 

CCLF LIFF C,,|f launched its 
first t\ ad pnuiram in '62. It was so 
enthusiastically endorsed ]>\ field 
and management that it has been 
coiitiimed and plays a major role in 
the coinpam \ overall ad program 
todav . Ten-seconds in saturation 
discount plans are aired throughout 
the company's sales areas. For the 
most part they are concentrated 
duriun weekends adjacent to sports, 
movies, forums, and public-service 
programs. Some prime nighttime 
spots adjacent to show s, new s. 
sports, news and vv eatlier are also 
used. 

1NA The bulk of this v ear's ad- 
vertising bnduet of Insurance Co. 
of North America continues to be 
devoted to personal lines v ia nitdit- 
time tv. Fdw ai d Fv erett I lortdu 
narrates animated color cartoons 
featuring IN \'s "Instant Life" and 
other coverages oxer NBC T\* and 
\BC T\'. The commercials are 
ulapted for print. 

JOHN HANCOCK This v ear John 
Hancock expanded its acl program 
to use tv extcnsivelv The medium 
is used in all markets in which 
there are main aijenev offices. The 
scheduling of GO-, 20-. and 10-sec- 
ond spots reaches a minimum of 
00% of the homes in each market. 

METROPOLITAN Metropolitan. 




(art (,ou<l\, \porti ntxnmmrrr. ilitf% the 
slntltl-Xlft t »mtnfrrinl% lor l.ilnrli . s<-< ;i<*» 
i»i miilfntial arm ami trn'hr ana. 






Traffic m rm s arr %itnilnr tn rvrr* rit\ 
so \nmr hm I. crimnil i\ ttud. Gou ds rlofs 
half ili'li rrril rofn 1nr enc h ril\ . hnuftfr 



2 nrc i xnu r I W.I 



2,006 people attended the grand opening 
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but the best seat in the house was here 



occasion was the formal opening of Clowes Memorial 
U. Indianapolis' 500,000 home for the performing arts. 
Spacious as it is, the hall couldn't have l>egun to hold all 
**ople who wanted to be there for opening night. 
WFBM-TV took them there . . . and gave them the 
t seat in the house. 

Sir cameras captured the glamour and excitement of 
,.ing night. Interviews with famous guests as they ar- 
. . Maurice Kvans delivering the dedicatory address 
reading a congratulatory telegram from President John 
Kennedy . . . and an uninterrupted telecast of a concert 
Informed by the Indianapolis Symphony Orchestra. 
We eviert took our viewers on a pre-tilmed tour of the hall's 
4 tely lobbies and magnificent auditorium, in full color. 
Qui? telecast was sponsored by HCA — which has thirteen 



thousand employees here in Indiana — and it was enthusias- 
tically received. Said critic Julia Inman in 7 Vic Indianapolis 
Star: "The station's 90 minutes was smooth, showed a great 
deal of advance planning . . . From its long practice with 
televising the symphony, the station's camera work \\ as 
superb, moving dexterously from closeup to long shot." 

Broadcast service like this makes \V F KM your In-st TV 
buy in Indianapolis and its rich satellite markets . . . for 
the station that series best st'lls best. Ask vour KATZ man' 



WFBIVNTV 



TIME 

Avl RICE'S i j t m TV w*mtJ • BIPHIsisTto 8r I m [ hat; ACtsCr 
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ADVERTISERS 



which emphasizes the family secur- 
ity eheek-up, began using tv for 
the first time last year with CBS 
TV news extras, is continuing this 
year. It is one of broadcasting's 
pioneer (since the 1920's) sponsors. 

NATIOiNAL National Life and 
Accident uses tv spots from Sep- 
tember through May, radio and 
billboards in June, July, and Au- 
gust. 

PRUDENTIAL The '63-'64 ad- 
vertising plans include sponsor- 
ship of The Twentieth Century on 
CBS TV for the seventh consecu- 
tive year, making the longest con- 
tinuous sponsorship of a public af- 
fairs program on tv. A film-lending 
service makes the tv series avail- 
able to schools and adults. 

STATE FARM In the past few 
years State Farm Life limited itself 
to print media. This year the com- 
pany made its tv debut on the Jock 
Benny Show. Benny himself is the 
spokesman. 

TRAVELERS Travelers assumed 
national sponsorship of CBS Re- 
ports this year. Commercials fea- 
ture the skill and services of rep- 
resentatives working with a full 
portfolio of individual, family, and 
commercial contracts. Also, in ad- 
dition to frequent special and spot 
buys, Travelers renewed co-spon- 
sorship of the Masters Golf Tourna- 
ment for the fifth year. 

Among all insurance companies, 
stock and mutual, Liberty ranks 
ninth. It is second, however, in 
earned premiums among mutual 
insurance companies, paced only 
by State Farm. 

Although there are about 2,200 
casualty companies, and more fire 
insurance companies, only about a 
dozen do a substantial amount of 
advertising, according to Liberty. 
Much of it, maybe even half, is 
done in tv, but nobody else in the 
insurance business uses 20-seeond 
spots. 

"National advertising, and only 
national, doesn't make too much 
sense to us," says Mattox at Lib- 
erty. "While Liberty is a truly na- 
tional company operating in all 50 
states and Canada, about 90% of 
our premium, sales force, markets 
arc contained in many fewer states. 
Consequently, campaigns in the na- 
tional magazines, spread themselves 
pretty thin and do not give us the 
penetration we need." ^ 



On the set of "The W'orhFs Greatest Shopman'" (l-r) : William D. Hocker, bdest. supeM* 
visor for Kodak at JWT; Stanley Roberts, who wrote, and with Henry Wilcoxoft (#1 
co-produced; E. P. Genock, Kodak bdcsl. adv. mgr., Phillipe de Lacy, JWT Hollynm^ 

Kodak's 'Greatest Showman' 
puts 2V2 hrs. straight on tv 



Pastman Kodak is loading the 
C bulk of its pre-Christmas push 
on a 90-minute color tv speetaeular 
scheduled for 1 December. Based 
on the life and work of Cecil B. 
DeMille, The World's Greatest 
Showman will be pitted baek-to- 
back with Kodak's regular NBC TV 
show, Wondo-fiil World of Color, 
to make one of the biggest contig- 
uous tv time bin's — 2M hours — on 
record. Kodak and agency J. Walter 
Thompson expect this great show- 
man to be so great a salesman that 
despite the fact that program must 
be destroyed after only two tele- 
casts, they have invested time and 
money in its production to rival 
even some the DeMille epics. In 
addition to the obvious association 
between film manufacturer and film 
producer, the DeMille-Kodak tie 
has even stronger roots. Kodak sup- 
plied the produeer with the film for 
his first motion picture, "The Squaw 
Man," produeed in 1919. Initial 
negotiations for the tv special were 
begun back in 1959 when company 
and agency representatives met 
with the produeer in Buffalo. Ac- 
cording to Ted Genock, manager of 
broadcast advertising for Kodak, 
who was present at the original 
meeting and who has been with the 
project since, sereenwriter Stanlev 



Roberts spent 15 months research- 
ing DeMille and his work, seeuJrii^J 
written letters from sereen notable's 
agreeing to appear on the slw«. 
writing the entire script, and even, J 
designing the sets. He enlisted tlw 
support of Henry WilcOxon, B** 
Mille's associate produeer for anafflji 
years as well as an actor in severalJ 
epies. An array of other stars will 
appear, including Jimmy Stewart, 
Edward C. Robinson, Gloria Stelfi=J 
son, Barbara Stanwyck, Betty Hflt- 
ton, Bob. Hope, Charlton Hesfau. 
and Cornel Wilde. Clearances Cfr 
tained from MGM and Paramount, 
and the DeMille Trust made pfM 
sible the use of excerpts from sueli 
DeMille classics as "Cleopatra," 
with Claudette Colbert, "Male aitcl 
Female," "The Ten Commattd- 
ments" (both the silent and talMn 
versions), "Sunset Boulevard/* * 
others. Material can be aired tvfie*.. 

This television effort launches a ' 
special Yulctide campaign of sp 
tv and counter display merehandisi- 
ing through 90,000 Kodak dealer!- 
The theme of the campaign is bull' 
around the company's gift card 
which says 'Open me First!'' with an 
inside message stating "If you opM?! 
this Kodak gift first, you can SP'H 
all the fun of Christmas for yfarsj 
to come. Merrv Christmas." w 
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Delta Air Lines flies 
new advertising path 

Delia \ir Lines is pioneering new 
prfljvwAs in airline tv advertising. 

"Relative new einners to the ine- 
1 hi in of telcv ision, the air transpor- 
itiuil companies have limited their 
ictiv itv basieallv to spot ainioiuiee- 
neiits. Delta has gone into seven of 
s major terminal cities pins Salt 
,yke Citv an huiif-lotig eolnr tv 
pecial called Cxirihv AtlvrtUw. 

Produced hv Hnrrnd Enterprises, 
lireeted In Llovd N'olan. and i un- 
ited In Burrud and Victor Jon . 
aril>r Adventure features shots 
ruin the New Orleans Marlli Cras, 
tier to Hied, and the Virgin Islands 

0 dramatize the glamour and ro- 
rdtniv of vacation centers aeeossi- 
le h\ Delta jets from the I'.S to 
he Caribbean. 

A host of nun ie, stage, and t\ 
•elehrities arc in the cast, which 
i|so inchides Nane\ Trnxillo of 
pr Orleans, a Delta Air Lines 
rtewardess. She plays a leading part 
n the underwater sequences, filmed 
>lf the coast of the Virgin Islands. 

1 Cities where the program is 
'chediiled in late November and 
lath Decemher are: Los Angeles, 
New Orleans, Houston, Atlanta, 
Dallas, San Francisco. Las Vegas. 

nd Salt Lake Cit>. 

>&ta, Inc. appoints 
iedalecia, consultant 

W'll-known consultant in market - 
US. Ben ( '.edalecia. joins with W'il- 
*ain K. "Pete" Matthews as SHDS 
Xita. Inc. s new consultant in ad- 
crtising agency services, (iedalecia 
Ml formerly vice president of re- 
earch and a nieiiiher of the plans 
Wftrd at Batten. Barton. Durstine 
I Oshorn: executive vice president 
t Market Planning Corp. ( Inter- 
pMic suhsidiary); and director of 
e-iearch with the American Broad- 
asting Co. 

Sehlitz picks Braves 

he Joseph Schlit/ Brewing Co. 
iU underwrite the costs of all ra- 
in and tv Broadcasts of the 1 96-1 
lilwaukce Braves games. The 
grcemcnt. just signed in MiKva li- 
te by Robert A. Cihlein. Jr., pre- 
clent of Schlit/. and John Mcllale. 
raws' president, calls for the tele- 



( ast ol 30 uames The Schlit/ pre- 
sident s.ud he hopes lo .u range for 
a radio netw oi k ol 50 st.iliuns, 
against last season's 32. Badio on - 
erago w ill he in all ol W isconsin, 
.uid parts of Illinois, Indiana. Iowa, 
M innesota, and Mulligan. 

I'lhleiu said Schlit/ is seeking 
support from other advertisers hot li 
on radio and tv. Majestic Adv . 
handled the negotiations hctvveen 
the hall clnh and the sponsor 



William Carter names 
Conceison adv. manager 

has named 
to the post 



William Carter Co. 
James W'. Conceison 
of advertising 
manager. Con- 
ceison . vv ho 
joined Carter 
i n 1957, he - 
came manager 
ol t he order 
department in 
I 959 and vv as 
promoted to 
assistant adv er- 
tising manager 




Conceison 



in I960. Before joining Carter, he 
w as employed by the Jordan Marsh 
Co.. department store in Boston. 
Carter s nationally distributed prod- 
ucts include layette and inlants' 
wear and toddler s wear. 



NEWS NOTES 



End (if an era: The Cracker Jack 
Co.. which has been independent h 
turning out tasty treats since 1S72, 
is being bought by Borden. The 
Chicago-based outfit which also 
makes inarshinallovv s and markets 
them under the Campfire and other 
brand names, is owned by the de- 
scendants of the three original part- 
ners, Louis W'. and F. W". Hueck- 
heini, .uid I lcnrv C. Eckstein. Sr. 
Both Cracker Jack and inarshinal- 
lovv s are marketed throughout the 
I'.S. and several foreign countries 

All-time high for Coke: Sales and 
profits of Coca-Cola Co.. both do- 
mestic and foreign, for the first 
nine months of 1063 set a new rec- 
ord. Consolidated net profits for 
nine months were $ I2.5S7, Li I as 



i on ip, i red with S VT 965 070 loi t he 
s.une pei uid ol 02, .oi i n< re.ist 1 1| 
122''. 'I Ins is e<|iiiv .ill n( to $]07 
per sh.ire compared to S2.71 per 
share lor t lie same p< nod List ve,<r 
Earnings for the third < j 1 1 . i r ( < i urn 
SI S.2 17 I S7 eonip.iK < I to SIO 271 
313 lor the s.une 1002 p< nod up 
12 I*. . *l his is equivalent to S| \\ 
per share .is compared to SI I S per 
share lor t lie s.mie |H ri<id m \ i Hi2 
\uothel upbeat repolt conies (or 
Pet Milk whose net earnings lor 
t he three months ended >0 Septem- 
ber were S 1 .672.000 compared with 
S 1 .339.000 .i vear ago C<iiis«(Ik1 ited 
net sales lor t lie (purtt r were S70, 
I12,(MH) coinp.ued with SO V67S.0IM) 
last v ear. up 10.5S«. Earnings lor 
t lie quarter amounted to S2 cents 
per share, up 15V from the 71 
cents lor the comparable period a 
vear ago. For the first half of the 
eonipanv s Km ,il vear, t lie si\ 
months ended 30 September 1903, 
net sales were S 1 35.3 1 S.OO0 com- 
pared with S12I.SS2.000 a vear ago. 
Net earnings for the period were 
S2.50 1.000 compared with S2 I 12 - 
000. Earnings per sh.ire for the six 
months w ere S 1 .20, while last vear 
they were S 1 . 1 2. 

Wisconsin firm eyes tv: The sv\ itt li 
ol its adv ertising account to Klan- 
Van Pietcrsoin Dunl.ip may trigger 
some media changes for June 
Tailor. I nc. manufacturer of press- 
ing aids for home sewing. I lav ing 
prev iouslv limited its ad exposure 
to Mich specialized print v ehk le« 
as Mc( 'all s Pattern Fashions .md 
Vogue Pattern Book, company is 
now considering spot TV 



NEWSMAKERS 



W li I I vm B. W vi i r lis to adv ertis- 
ing and s.des promotion manager 
of Clausseu's Bakerv Inc. lie was 
account e\ecutiv < at the I lender son 
\<K ertising \gencv <<f Creenvillr 
S C 

John O Oiiom to \ u < president 
for research and dev elopment at 
the Bonh n Foods Co 

I h t il E. Him. i us Bihion Civ- 
il i l . Burn 7 Boin \m. Fhwk J 
1*1 I v if) Cli viu 1 s \|oi nis and lull's 
I M vsn\ to vite prt si<h nts ol 
SHDS Data Iik 
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Color It Wonderful 

NBC's peacock is soaring higher than ever. This 
season the television network will broadcast some 
2,200 hours in color, a long way indeed from 
the 43-hour total we carried a decade ago. 

The advance was inevitable. The added dimension 
of color has a magnetic appeal for audiences, 
stations and advertisers. Pioneered by NBC, the 
industry expansion of color foreshadows the 
development of a basic new medium that will 
enlarge the scope and effectiveness of all television. 

This network's ground-breaking in color sprang 




from the same bold spirit that NBC dernogs 
in other areas: 

In news, where NBC's acknowledged leadf) 
is characterized by such unique undertakii|| 
as a three-hour special on civil rights. 

In entertainment, where — for example — p 
has given fresh emphasis to original drama i 
has been the first network to introduce a tfd 
theatre in a weekly series ( <l The Richard 
Boone Show"). 
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ifitcii tat ion with new program ideas, a 
Mcy th.it sparked such unorthodox 
as the widely-acclaimed "That Was The 
hat Was;" originated the concept of 
cial," ;ind launched such successful 
ions as "Today," " lonight" and "Sunday." 

irsri programs such as the annual series of 
in English, covering the whole range of 
I opera and specially-commissioned w orks 
bvrinth" and "Amahl and the Ni«ht 



In children's programming, where the weekly 
nuigic of "Exploring" and the excitement of such 
specials as "QuilUm and the Giant" have given 
television new meaning for young viewers. 

I hese demonstrations of industry-wide leadership 
explain why one TV editor. V. M. Cleppcr of the 
Si. I'tuil Dispatch, recently described NHC as the 
network that constantly strives for "something 
that is not just as good as. or a little better than, 
but the scry best that can be had." 



THIS IS NBC 
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AGENCIES 

Agency alleviates attir 

Chirurg & Cairns campaign for Jack Winter tries air media to deal ) 




Eight-second, freeze-action chase begins 

TO sell "strctcli," show it. To sell 
| women pants, change attitudes. 
Educate for fit and acceptance. 

These are some of the problems 
and answers facing Jack Whiter, a 
Milwaukee house stitching down a 
reputation as the world's largest 
ladies' pants manufacturer under 
a slogan, "the pants that really fit." 

To meet the selling challenges, 
Jack Winter is turning to advertis- 
ing media a hit offbeat in the gar- 
ment trade — television and college 
radio — to supplement the maga- 
zine schedules in standard fashion 
use. The new broadcast and wired- 
radio campaigns arc getting about 
;i quarter of Winter's ad budget this 
season. 

Television's role is to show 
stretch in 15 major markets in a 
national scatter of 10 to 14 IDs 
a week, mostlv dav but some even- 

7 * * 

iug time, when the male buying 
iiiHuence. is likely to be available. 
The month campaign is a test, 
sounding out manufacturer and 
agency feeling that stretch is one 
area ol fashion peculiarly adapted 
to tv. "Television is excellent, really 
ideal lor stretch,"' in the view of 
Julia Morse, vice president and 
account supervisor for Chirurg & 
Cairns, the manufacturer's agency. 
"Stretch is something that can't be 
shown statically," she says, describ- 
ing how, in the Jack Winter com- 
mercial, legs scissor across the 



screen to give "the feeling of 
stretch." 

Stretch fabric, borrowed from the 
ski slopes in recent seasons, is 
proving a major sales impetus in 
ladies' pants, to the point that this 
garment has commandeered the 
stretch fabric market, the manufac- 
turer says. Happie Reilly, Jack 
Winter's director of advertising, 
says that 609c of her company's 
business this fall will be in stretch. 
As it begins to realize its potential, 




... as model leads on pursuer 

stretch is moving from vertieal- 
strcteh, foot-strap models in ladies' 
pants to shorts, tops, and horizontal 
"stretch around" pants, including 
men's models. ( Jack Winter started 
in men's wear about 30 years ago 
and put out his first ladies' pants 
17 years ago, opening up a market 
that has burgeoned in the last 10 
years. ) 

Stretch is prominent in Winter's 
college-radio copy, too. Attuned to 
the music in fashion this semester 
with the young, the commercials 
are 00-sccond jingles set to string 
accompaniment in a picking-and- 
singing account of stretch appeal. 
When a co-ed asks the question 
that keys all media copy, "Is it me 
or Jack Winter," a boy collegian re- 
assures her, "Of course, it's you, my 
sweet. The way yon wear those 
stretchy pants, my heart skips a 
beat." A refrain, "Hun, Jack Winter 
girl, run," recalls tv and print pic- 
tures of left-to-fi^hl legs with a 



male foot and ankle edging in 
the picture at left. The same elva 
is in college newspaper ads, 

The minute ballads have bee 
heard on some 40 campuses til 
past month, six times a week Ik 
tween S and 11 p.m. College Radi 
Corp., which reps campus circuit 
noted that Winter, C&C's file 
ladies' pants account, with its he<a 
enanny-style commercial tapped 
trend that began in college. 

Salesmen ordered 400 of tli 
jingle tapes for play in stores, an 
both tapes and tv film have b&a 
made available to stores for the 1 
own advertising. 

In the appeal to collegiate I 
well as older buyers, an oblique hi 
for male approval is part of tJ 1 
sales strategy. Agency and mam 
facturer are so attentive to f]l 
point that they took a page in f] 
\ 7 ew Yorker for a couch analys 
of "Who wears the pants." All at 
vertising argues for acceptance i 
feminine pants. Fix ing a banner I 
"fun, fashion, sex" (but not in I 
many words), advertising petti 




. . . in tv demonstration of "stretch'' 



out that Jack Winter pants 4X3-1$ 
signed to please men. 

Proper fit is vital to breakj 
down resistance, tlie pants peof 
believe. To that end, all lliCreliai; 
dising is geared to get glrli f» 
the right size pants. Chirurg 
Cairns has collaborated with Jft 
Winter on things like labels 1 
proportioned pants and dres.sptl 
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How to plan for a party 



n i g ma 

io-stretch problems 

ooin posters tolling how to pull on 
troteh pants lor " a figure feinin- 
jf.c«l. not emphasized." 

In educating both sexes on 
I'paiitsinanship." the fall campaign 
nim at total graphic unit\ , rciloet- 
ug a highb engineered m.mulae- 
uriug and sales operation. The 
ruining h'g signature nunes from 
! lriut to sound to screen to point 
if sale. "In tin- fashion business, 
Im'rc in tin* business ol \ isnals. 
\Iiss Morse explains. I tcr c lient, 
Wnncnting on tv, one visual me- 
linin only tentatively explored In 
I Varments (apparel business in t\ 
.pot last year fell short of S(i mil- 
lion), voices the industry feeling 
I httl it's hard to do fashions on t\ . 
For tius reason. Jack Winter stayed 
iway. Hut for the specific demands 
)f showing stretch, the company 
iks now that tv may be tailored 
o do the job. Production of Win- 
t's first sight and sound eom- 
Vereials were supervised by diall- 
ing I ladlock, radio-tv vice presi- 
Flit of Chirurg & ('aims; art by 
J ex Mohtares, executive art direc- 
>r; and schedules handled by Fllcn 
'onrtides, media buyer. 

Jack Winter, a private corpora - 
(fn, is cutting 3 million pairs of 
Slants a year in four factories, sell- 
ug domestically and abroad. Worn- 
mis* pants' and tops are the leading 
livision in lines also made for men, 
'KSys, girls, and teenagers; the mer- 
hondise sold in about 6.IHX) 
stores. ^ 





Heads inu reception for "friend*, of Cooper, Slrock A: Scniincll," at open- 
ing of tin* market inn communications firm in Milwaukee are (l-r) Keith 
Hallanl) nc, nil*, inur., I less \ Clark; firm partners Crue ( wiper, (.lam \ 
Struck, ami Tom Seannell: CcorKi' I lanlon, pres.. Wis. I'ooltrs Impros e- 
ment Assn.; and .Nunc} Kloc/ynski and .Natalie Bcii/iucr. Occasion also 
marked "Golden Goodness of Kuus" promolion for I less \ ( 'lark 



Agency financial execs 
to look at standard order 



ihe wonders, '% it me or Jack Winter?" 



A bundled or more agency financial 
managers are ready to have a look 
at the Standard Time Order devel- 
oped this fall by advertising and 
broadcast controllers. The Madison 
Avenue presentation, set for 22 Jan- 
uary, is the first scheduled in a 
year that should see eventual adop- 
tion or rejection of the order-billing 
form designed to cut red tape and 
speed payment for air contracts 
(spovsoh, 2S October, 4 Novem- 
ber). 

The group to see the January 
presentation is the Advertising 
Agency Financial Management 
Group of the New York Credit 
Men's Assn., with membership rang- 
ing from treasurers at the multi- 
agency Interpublic level down to 
the $2 million dollar, independent 
agency. 

In effect this presentation will be 
a report to membership bv the 
AAFMG committee that worked 
with the Institute of Broadcast Fi- 
nancial Management (station con- 
trollers ) to draw up the agencv - 
rep-station form. The pitch is the 
latest in an educational program 
among agencies and represonta- 



ti\ is. who are considered key ele- 
ments in selling the Standard Time 
Order plan. Station support is im- 
plied already in IHFM s leadership 
to meet the problem of paperwork 
in time selling and Inning. 

The case for the Standard Time 
Order is strengthened In the fact 
that similar systems already are in 
use by several companies in the 
broadcast marketplace, including 
II-H Heps. OmU \ . Benson <\ Math- 
er, and Ted Bates. Starting with 
speciali/ed agency and station 
groups, presentation of the idea 
may reach the big all-trade organi- 
zations of agencies, reps, and media 
next year. 

The Credit Men's meeting u ill 
be held at noon 22 January at the 
I -exinuton Hotel in New York. Billi- 
ard Pas-,. mailt, controller of F.rw m 
Wasey, Buthrauff k B\ an, is chair- 
man of the joint AAI'MC-I BI'M 
group that devised the Standard 
Time Order; Bichard S Stakes, as- 
sistant treasurer of WM \b \M- 
FM-TV, Washington. IBFM vice 
president, and eo-ordinator of earb 
work on the Standard Time Order 
w ill make the presentation. 
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past 




1936 the BBC begins the world's first 

regular television program. After the war the 

decision to build a national Television Center. 

December, 1949 the shape of things to come 

starts as an architect's doodle on an envelope. 





present 




Today, an idea has become an actuality. 
The 13-acre Television Center in London is the 
home of a network covering 99% of the total 
population of Great Britain, with programs 
reaching over 12 million TV homes. 
Many of these programs are seen in more than 
a hundred countries throughout the world. 




and future 



BBC TV is keeping ahead of the times a 

second network begins in the spring of 1964, to 
be followed closely by color television. 
To meet this expansion, the Television Center 
will grow until it alone houses ten (two 
of them color-equipped) of an estimated total 
of 25 production studios. 
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AGENCIES 



Shunners of computers 
held to be 'unaware' 

Advertising executives who shun 
mathematical analysis and the elec- 
tronic computer in their work arc 
not aware of recent advances made 
in the field, Milton L. Godfrey of 
C-E-I-R told an American Market- 
ing Assn. conference in Chicago 
22 November. 

Godfrey's remarks, part of a pro- 
gram called "The Decision Revolu- 
tion," were directed at those sug- 
gesting a moratorium on the use of 
computers to aid in the selection of 
media. 

"It is interesting to note," he said, 
"that only those not using computer 
techniques in this function advance 
this suggestion. Those who have 
made extensive use of modern 
mathematical techniques and com- 
puters will not consider such a 
backward step." 

Godfrey compared the use of 
modern media selection techniques 
with the change from propeller air- 
planes to jets: 

"We didn't feel any less need for 
the pilot, hut we did experience a 
significant advance in our mode of 
transportation." 

Mickey Sillerman named 
sr. v.p. at Golnick Adv. 

Leon Shaffer Golnick Advertising 
has announced the election of 
Michael Siller- 
man to senior 
vice president. 
Formerly vice 
president of 
John D. Boyle 
and the Biow 
Co. in New 
York, Siller- 
man was the 
founder and 
p r e s i d e n t of 
Keystone 
Broadcasting System, transconti- 
nental radio network. He served as 
senior manager ol Ziv Television 
Programs and later as a partner and 
executive vice president of Televi- 
sion Programs of America. Siller- 
man will headquarter in offices soon 
to be opened in New York. Head- 
quartered in Baltimore, Golnick will 
also open offices in Los Angeles, 
Atlanta and Dallas. 
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Ogle 



Stone 



Ogle and Stone elected 
v. p.'s at Maxon, Inc. 

George Ogle has been elected a 
vice president in charge of prod- 
uct planning at Maxon, Inc. Ogle 
joined the agency as supervisor on 
marketing services earlier this year. 
Previously, he was an account ex- 
ecutive on Colgate Palmolive at 
Lennen & Newell, and prior to that 
was an account executive on Schick 
and Procter & Gamble at Benton & 
Bowles. Bay Stone, media director 
of Maxon, was made vice president 
in charge of media. Robert F. Gib- 
bons, presently a vice president, 
was named creative group head in 
the toiletries division of Gillette. 
He was formerly television group 
head of McCann Erickson. 

NEWS NOTES 

Double or nothing: For the third 
time in the past several weeks, John 
\Y. Shaw Advertising, Chicago, and 
its affiliates have come up with a 
double new-client acquisition. The 
parent company, recently appointed 
agency for the Hill Packing Com- 
pany, has added Chicago Helicop- 
ter Airways; Shaw's medical and 
professional affiliate, Shaw-IIagues, 
recently named by the American 
Veterinary Medical Assn., has now 
been named by the Hospital Supply 
Division of American Hospital 
Supply Corp. Shaw's Milwaukee di- 
vision, Grabin-Shaw, was recently 
appointed by Roundy's Inc., and 
the Kickerinos division of Hampton 
Corp. Other recent appointments at 
other agencies include the Oxford 
Transducer Co., division of Oxford 
Electric Corp., Chicago, whieh 
named Sander Rodkin Advertising, 
Chicago; Dura/one-Choice Interna- 
tional, Ltd., through its subsidiary 
Chic Creations, Ltd., appointed 
Grant Advertising, Ltd., London, 
to handle all advertising and sales 



promotion for "Like Helen," a nr 
hairspray formulated to appeal tt 
the teenage market, Distribution r: 
to be handled bv Food Brokf? 
Ltd. 

Food packer appoints agen, 
Libby, McNeill & Lihby, one a 
the world's leading food packfe; 
has appointed Liger, Beaumont 
Aljanvic for its newly form;: 
French subsidiary, Libaron S.A 
Libby, long present in France wit 
imported canned foods, is current] 
building a packing plant in 
South of France. LB&A, by th 
way, is the Paris agency whit 
emerged in January 1983 wl 
George B. Beaumont, ex-Bentro 
Bowles v,p„ along with Jcan-Piw 
Liger, acquired controlling intswi 
in the Aljanvic agency. Other si 
pointmcnts include WarnCr-Chi 
cott Laboratories to Sudler & I ten 
nessey for two ethical drug pis 
ducts — Tedral-2.5, used in the trea 
ment of asthma, and Sinutab, 1 
treating sinus problems: Ex-Cell- 
Corp., Detroit, appointed Carei 
bell-Ewald for three product dr 
sions — Pure-Pak, the Staude Etll 
sion, and the Chemical Prodwi 
Division. 

Investment firm names St. Lad 
shop: Dempsey-Tegeler & Co, W 
pointed Stemmler, Bartram, Tm& 
6c Payne as its national agency f 
its 68 offices from coast to pot 
Other appointments include tl 
naming of L. C. Cole Co. as agen 
for the newly-formed Ben Ak 
ander Leasing Corp., offefifjg" 
makes and models of automobil 
to clients throughout California a' 
the nation. Radio, tv, newspap 
and magazines will he used alia 
ally. Also, The Treet Corp. of Lo 
N. J., producers of Vitamin C m 
riched natural fruit flavored bevi 
ages, to Tlie Manchester Orgasis 
lions; The Wilsllirc House, p 
Beverly Hills hotel which *m 
opened 1 November, to The 
man Organization; Bruncr 
manufacturer of water softcnt' 
equipment for home and induid 
to Cooper, Stroek & Seanncll. Ij 
ner is a GalgOii Corp. division, W 
at Ketchnm, MacLeod & Cm 
Pittsburgh, with all other Cal; 
divisions. Western Enterptil --i 
Sacramento home building tfftlJ 
Viueyard-Hernly & Associate 
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&H expands ;il)r(»:ul: Tin* addition 
I M*v i'ii new accounts ill its Lon- 
on, Frankfurt, and Mibn olliees 
.liislei sonic ul its Xevv York peti- 
te. Thomas Beaumont vv ill join the 
'niiikhirt ollice .is .1 director and 
iseph Kllilf .is contact superv isor. 
plltonv ( larillo will head up the 
rt department in Mil.ui. .uul I lcni \ 
Out. vv ho since lus retirement has 
orkccl on in.ijor assinuments for 
fcH in Frankfurt .uul Tok\o, will 
vnd vudi' i lit it 1 1 1 is in M il.ui as a 
uisiiltaiit. The Loudon ollice lias 
rcu assitmcd Mieriu hy Johnson 

Johnson. Playtox, and llavvker- 
idcloley, makers of airplane 
allies, hi Frankfurt, a new Proc ter 

Camhle product and the U.S. 
buUrv Commission have heen 
Kled. Tlie Milan office has heen 
warded Bertelli, one of ltah's 
Iriiest cosmetic firms, and a hrantK 
,nm the Hilton Company. 



rung starter: Though Jefferson 
I rodnctions of Charlotte, X. C. of- 
i.illy opened late last month, the 
I rvv commercials producer had al- 
ady landed its first New York 
isiiiess. Its a 60-second tv com- 
ercial for P&Cs Dash determent, 
a Dancer- Fit/.uera Id-Sample. Jcf- 
rsuit Productions is a subsidiary 
the Jefferson Standard Broad- 
wjiit* Co., vv Inch owns and op- 
ates WliT ami WBTY. Charlotte, 
id WBTW. Florence. It also has 
veral local company commercials 
production. 



NEWSMAKERS 

1 S vVun. C. Zrnicn to vice presi- 
mi{ of X. \Y. Aver and managing 
rector of commercial production. 
X.vtii win S. Briux to the New 
>rk Xielsen Station Index staff, lie 
IS uith YYXBC-TV. New York. 
C vm. K. llixos, 1U ooi.rn H. 

and Kicuviin i\k.ii to v ice 
indents at Leo Burnett in Chi- 
uo. 

DiK Max Li- m s to \ ice president 
chiirue of international research 
the new luteruatiou.il Division 
Robert S. Taplimjer Assoc. lie is 
ector of the Berlitz Translation 
rv ice. 

drt u \ i.l F. M urns'*, and Pktkh 
Lev \ iiu.s to executive v ice presi- 



dents of Ma\< hi 1 h \ 1 1 u 1 li \di i to 
director ol creative seivues < >l 
Maxim's Detroit ollice 

K Mil. \1. ( iiti I \i n to v ice presi- 
dent ol Da\ is, Johnson Moejd and 
(ailiimh.itto in Los \ne.eles. 

I'*. | wii s 1 loixa l I to the sales 
stalf i if Tel« \ ision advertising Pu p- 
resent. itiv es. I le vv as with Store! 
Telev isiou Sales. 

D vv in L. Dimmik k to v lee presi- 
dent of Coinpton \dv ertisiuu. 

Lvns ( '.ii n i / to Tr.u\ Lot ke Co. 



Ill D. ill. is .is a teh v ink mi radio pro 
din < l lie was i lii< I ( In e< t « ir with 
a I Xill is tv station 

Bom in \ Si \ l t<i .i< ( i unit f \< < 
utive lor the \\ nuns Brandon ( n 
in St I .i mis 1 le vv as loriiK rlv he. til 
ol his ow n allelic v tlx le 

Lolls A. Tiui'oiH to iii.iiiaUer < f 
merchandising information and 
v hail man of the Merc haudisiuu 
Poht v Committee ol Ki u\ on & 1- « k- 
hardt. \\ vi 1 1 n Tut m to ui< i t h. in- 
disiii'' exet utiv e 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

It takes the market in the middle 
to give you complete coverage in 
Pennsylvania. And WJAC-TV is the 
one station that serves these "mil- 
lions in the middle " Here in one 
buy -- you reach America's 27th 
largest market! 
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TV MEDIA 



British tv plight: curbs 



Nouooy can call the Britisli to- 
bacco advertisers and their 
agencies particularly happy at the 
moment. Their headaches have 
been increasing ever since publica- 
tion of a report made last year by 
the Royal College of Physicians on 
"Smoking and Health." When the 
report appeared, there was, of 
course, much public outcry in the 
press and in political circles. 

The Independent Television Au- 
thority (ITA), broadcasting body 
appointed by the government to con- 




trol commercial tv broadcasting in 
Britain, naturally had to take cog- 
nizance of it, and reviewed ciga- 
rette advertising in the light of the 
report. It consulted with the Adver- 
tising Advisory Committee (with 
twelve members, including three 
who represent advertising bodies), 
program companies, tobacco manu- 
facturers, and the Postmaster Gen- 
eral; and at first had in mind the 
banning of cigarette advertising be- 
tween the hours of 5 p.m. and 7 p.m. 
The review was not complete till 
the end of last year. 

But before that time, the tobacco 
manufacturers themselves had de- 
cided not to advertise tobacco or 
cigarettes before 9 p.m., in order to 
avoid periods during which most 
children were viewing tv programs. 
This was a wise move on the part 
of the manufacturers, considering 
the climate of public opinion at the 
time. Their idea was to cooperate 
as much as possible to sustain the 
image of people mindful of the 
health of young persons. 

When the ITA review was com- 
pleted, the Authority announced 
that the following types of appeal 
would be unacceptable in cigarette 
advertising: 

1. Advertisements that greatly 
over-emphasize the pleasure to be 
obtained from smoking 

2. Advertisements featuring the 
conventional heroes of the young 

3. Advertisements appealing to 
pride or general manliness 

4. Advertisements using a fash- 
ionable social setting to support the 
impression that cigarette smoking is 
a "go-ahead" habit or an essential 
part of the pleasure and excitement 
of modern living 

5. Advertisements that associate 
such situations u ilh the pleasures of 
smoking 

Manufacturers and their agencies 
cooperated "willingly" in applying 
the new code to over 120 different 
commercials for a large number ol 
national and regional brands. About 
40 advertisements were unaffected. 



50 were modified to various degrj 
in sound or vision or both, an 1 
around 30 were withdrawn aM 
gcthcr and replaced by new one 

But while the new rules arc ii£ 
an accepted fact in the plannin 
of new commercials, there is a €01 
stent worry among the tobacco m 
vertisers, their advertising agenda 
and the production compauie 
about the difficulties arising fw| 
interpretation of these rules. 

An outline of the procedures ne-l 
essary to be gone through before 



BRITAIN'S BIG TOBA< 
ADVERTISERS FEEL HI 
HAND OF GOVT. CONTt! 



Wta makes i 
nrvxr cigarette &ucce# 

S makers hay H.,.t ry ii^Ji 
—dmd b uy it @g@M 



7 6>at 7 t lJ>c sum is story *>f 



r k 



310 to* 20 



The use oj adrertisine i>ertai)i!tte 
in the Vnry is "mil." mid die rvsidf 
oi(rjlou- <tj sea-type scenes 




Commercials face tricky prob- 
lem of selling cigarettes 
to viewers at night with- 
out making product look 
"luxurious," or attractive 



ifTiiin 'ici.i I is fin. ilk transmitted in 
rllain w ill explain how .ill these 
orries arise. 

A .script ol .1 proposed coinincr- 
il must first hi' submitted to the 
pC.\. (lie Independent Television 
oinpanies Association ( rcpresenl- 
t% 15 program companies ) , inchid- 
Ht fturlv detailed indications ol the 
lining directions. In t lit* advei tis- 
jg; agency. 

The ITCA considers it in relation 
1 the principles of l v advertising and 
ie fund of interpret ive rules .uul 



understandings th.it h.i\ < o\er the 
v ears been developed m operating 
the tv code of .iih ertisin 4 prac tiee. 
It may also seek fuller iiiforiu.it 1011 
about the scenes or situations that 
the advertiser proposes to deput. 
Doubtlul points are submitted to. 
and discussed by. a group ol loin 
representatives ol the companies — 
the ITCA Advertisement Cop\ 
Committee. The ultimate \ eto lies 
with the IT A. the official broad- 
casting bodv , which controls the 
transmitters. This is the basic differ- 



ence between the IT \ ami tin I ( ( . 
which < an 011K deal with a nun 
menial when it has a!r< .tdv ,q> 
peared. 

The tobac x o iiidnstr\ is one ol 
the biggest, if not the biggest in 
Britain. Per capita the British are 
the biggest sinnki rs ol cigan ties in 
the world, in spite ol the but that 
tobacco is one of the highest taxed 
commodities in the countrv . Out of 
a tax revenue to the Kxc hequer of 
13()0 million pounds, the revenue 
from tobacco alone averages S<0 



jK HEADACHES at present arise from the fact 
spafL (1) interpretation of the new rules for tobacco 
fertiwng are empirical, often inconsistent, and (2) 
4j is the economic factor of fierce competition for 
•0 available after 9 p.m. 

i INTERPRETATION Here both the ITCA and 
i ctvial planning of the commercials are involved. 
I |3iMviti;g the advertising film, it is obvious that all 
£ few taboos pose considerable problems, especially 
fe« manufacturers are trying to preserve their par- 
Sir brand images. For example, take rule 2. (p. 50) 
4lj "conventional heroes'* of the young. This seems 
flic out all the armed forces, and especially the 
MSinV sailors and the sea have in Britain always 
W particularly associated with smoking — Players 
brays had its image of the old, bearded salt, 
iiiilg somehow for solidity and wisdom (in the 
©c of tobacco, of course), others are Senior Service. 
W afik Anchor — but now, the Navy is "out." What 
n us is the idea of the sea. The result has been a 
» of commercials with yachts and yachtsmen, and 
V? titer connection with the sea that can be thought 
J. OQt»aller_s and other heroes have also gone. 
pih frpaiion of cigarette commercials now often 
fWtoe* much more care and time, and sometimes ex- 
Very often the producer, bearing rule I in 
(over-emphasis on pleasure), shoots one scene, 
jp' I a man smoking, several times, in case his ex pre s- 
"Ji shows too great a degree of pleasure — and is 
*S %Mitc sure what the particular decision will be 
l 'is v»?M*d question. 

Siliilfmes a script and storydmard. etc., will be 
»*'4 and the actual commercial is completed, only 

1 tagfttecl down when submitted before transmis- 
rbfeause the actual visual effect is one which the 



new rules seek to void. One harassed agcucv man 
rav ed to us about what he called glaring inequities 
which arc nobody's fault, but which do occur. An 
example is one commercial made for "Piccadilly, a 
brand of cigarettes that had built up an image con- 
nected with luxury, which now bad to be toned (low 11. 
The script submitted was about people smoking in a 
big open touring car. It was approved, and the film 
was made. When the completed commercial was sub- 
mitted, it was objected to on the "round that the 
vehicle was shown to be a luxury Alv is tourer. It had 
to be changed. Time and mono had been wasted. 

This lack of consistency in interpretation must in- 
evitably occur until, by the actual volume of instances 
and situations, the criteria of interpretation settles 
down, and the rules, which are at present subject to 
momentary pressures and principles, are less open to 
costlv misunderstanding. 

2. THE ECONOMIC FACTOR has become one of 
concern in the last few months. Bates have gone up 
for air time, especially since the tv advertisement duty 
of 1 l*~e- on the prices of air-time was imposed in Jnb 
I9G1 — a duty which, is paid by the program compan- 
ies to the Revenue, and collected In them from the 
advertisers. As tobacco commercials are screened after 
!) p.m., many of them are screened at peak hours with 
their higher prices. This natural!) causes fierce com- 
petition for the choice s|>ots. Added to this, several 
new brands of cigarettes have recently made their 
appearance and demand the best peak-time buys, so 
that it is becoming increasingly difficult to make sure 
of netting the exact timing desired. 

As a consequence, the manufacturers must do a lot 
of head-scratching in the placing of their tv commer- 
cials in order to get an efficient cost-|>cr-thousand. ^ 
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You wouldn't hire just 
anyone to host your jazz 
show . . . you'd find an 
authority to get intimate 
with 2,000,000 jazz-lotfirig 
Texans who enjoy the best in 
contemporary music. 
THE JAZZ SHOW is different. 
Host Dick Harp makes it 
different. He's the 
South-west's true authority, 
having devoted more than 
20 years to jazz . ... .owner of 
the fabled "90tfi Floor" 
hangout for jazz buffs.,, 
producer of classic jazz 
albums* Harp presents 
modern jazz music, discussed 
in layman's terms and 
capped by interviews with top 
artists. Tfiree nights a week, 
Texans hear the intimate 
Sound of the Southwest on 
THE JAZZ SHOW... 
We'd be happy to slip in a 
spot or two for you. 

Call Petry for details it'll 

make you feel like a Texan. 
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represent romantic situations and 
young ))eoplc in love, in such a way 
as to seem to link the pleasures of 
million pounds. It is pretty obvious 
that neither the Exchequer nor the 
tobacco companies would be happy 
to pass up that kind of money. 

But the manufacturers are very 
concerned about any possible fur- 
ther moves in the future. Already 
their advertisements in the press arc 
now in line with the taboos on tv 
advertising. But wijl the govern- 
ment at some future date impose 
a higher tax on tobacco? Will it im- 
pose further restrictions on ciga- 
rette and tobacco advertising? After 
an initial drop in cigarette eon- 
sumption when the report appeared 
last year, sales have now reached 
the former level. If cigarettes be- 
come even more expensive, there is 
bound to be a drop in sales, for 
there is no doubt that the bulk of 
sales today is in tipped or filter cig- 
arettes — not only because of the so- 
called health factor, but also be- 
cause they are somewhat cheaper. 

In the meantime, the companies 
arc afraid of doing any aggressive 
advertising, and everything is being 
done very, very carefully indeed. 

The pressures still continue on 
the government, mostly of a politi- 
cal nature, especially from such fig- 
ures as Christopher Mayhew (who 
has always campaigned against 
commercial tv) and Francis Noel 
Baker, Chairman of the Advertising 
Enquiry Council, which is a sort of 
watchdog of advertising ethics. 
Pressure comes, too, from some 
medical, political and social minori- 
ties, but the British Medical Asso- 
ciation has not called for a complete 
ban. 

The Ministers of Health and of 
Education have taken part, and 
have heard constant discussions on 
whether there should be legal pro- 
hibition on young people smoking, 
or an education of the public on 
the dangers involved. The govern- 
ment has preferred the principle 
of education rather than prohibi- 
tion. 

Certainly, the ITA has declared 
that there will be no further restric- 
tions on tv tobacco advertising. 
Anything further must involve the 
cessation of all such advertising, in 
any media. This is not contem- 
plated. It is also the view of the 



government. 



Morton Salt sprinkles 

NBC with 1st net tjuy 

Taking its first step into netwoj 
television, Morton Salt Co. paced 
daytime sales spurt at NBC 
during the last two weeks of OJ 
her which brought $7 million ifti 
the house. 

Via agency Needham, Louis * 
Brorby, Morton bought into Ym 
First Impression, Missing Liixl 
and Lorcttd Young Theatre 

Brillo Manufacturing Co* Q 
Walter Thompson) returns to N, 
TV's daytime schedule after air a-1 
sence of several years with partici 
pation in Concentration, Missi 
Links, and Loretta Young. Mai 
( Carson-Roberts ) renewed spcxtisj 
ship in three shows for one y 
each starting in the Spring. Tl 
are Dennis the Menace, Fury, j 
Sgt. Preston of the Yukon. 

Other advertisers signing oil th 
sales roster during this period w<yj 
Colgate - Palmolive, National a 
cuit, Bristol-Myers, Armour, United 
Biscuit, Hcublein, Miles Laborate 
ies, du Pont, Pharmaco, Meniey I 
James, James O. Welch, Johnson I 
Johnson, Alcoa, and Bisscll. 

Legion's Golden Mike 
to Gaines Gravy Train 

Over a million members of th 
American Legion Auxiliary, fh ; 
largest women's patriotic Organte 
Hon in the country, selected Etel 
15th annual "Golden Mike Awa»A 
winners last week. "The appeal ia 
commercial on radio or televtsjO 
for 1963" went to General Food** ft 
their Gravy Train series, via Bfitto 
& Bowles. Biography, starring Xlik 
Wallace and syndicated by Officii 
Films, won the award for the b<" 
Americanism series, and NBC's Sf» I 
Along with Mitch took the be I 
musical award. 

Mrs. Luther D. Johnson. natisC 
president of the ALA, presented t) 
Golden Mikes at a press lnncllet? 
at the Hotel Roosevelt. She Wj 
award additional trophies on tl 
West Coast to Ferry Mason for tl 
best adventure series and to 
erly Hillbillies for the best eawm 
series. Last year's winners: Flazt 
Tw enfioth C e n f ur y „ La wveM 
Wclk, and Bonanza. Best cuiiaific 
cial award went to General Elff 
trie. 
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First National "Ikonogenisizes" its ID slide: Above, before and after 



Laurels for Ikonogenics 
From agencies, viewers 



.VftciH'> men and viewers arc prais- 
ing WBAI'-n-'i (Ft. Worth) new 
vlmae. At tin* heginnityj of Octo- 
ber, WRAP-TV rc-designed all its 
locally -originated graphics and 
ehristened the new image "lkono- 
genics." In instituting the look, the 
station created new studio sets and 
2s,000 new slides. In addition, the 
station asked for, and got, in most 
eases, permission to re-design local 
advertisers' commercial*. 

W BAP-TV received praise from 
J. 1). Cnindall, head of the agency 
bearing his name: "The new clarity 
of design and simplicity of visuals 
. . . provides a highly improved and 
more uholesonie atmosphere as 
Ipad-in to ads crtising." said Cran- 
«UU. 

Hoy Bacus, peneral manager of 
the station, said Ikunngcnics elim- 
inates any "accidental tones, super- 
fluous aural noises, unnecessary 
tevtures, shapes, motions, and set- 
tings . . . all a part of t\ for no 



other reason than that they drilled 
in from . . . other media." 

In addition to Crandall, other 
local agencies liked the WBAP-TV 
look. Don Jones, Nichols Creative 
Co.. said. "It is refreshing to sec 
the new trend of strong simple de- 
sign in all \YBAP-TV"$ local pro- 
gram graphics and studio settings." 
A. J. 1 loecker, Staff ord-1 .osvden 
Co.. said. "The new design gi\ cs 
WBAP-TV the liest image on the 
air in the Dallas-Fort Worth 
area." Leonard 1,. MeKen/ie of \d- 
vertising \ssoe., said. "It's mars cl- 
ous. May 1 offer my congratula- 
tions . . . for your far-sightedness, 
your pioneering spirit." 

One view er wrote to compliment 
the station on its new face, call- 
ing it a "sophisticated look," but 
another took issue with the new 
loco: "The new Fisc (referring to 
the channel number) is terrible. 
It looks as though it was designed 
hs a left-handed drunk." 




You'd have the biggesl news 
show on radio with an 
hour and a half of complete, 
in-depth reports . . . a Iresh 
approach to news 
programming. For I he 
morning drive time, 
NEWSCOPE, featuring Ihree 
back-to-back half hours 
of constantly up dated, 
authoritative information 
from around the corner and 
around the world. Nothing 
really new for WFAA, I he 
41-year-old giant of 
Soulhwest broadcasting . . . 
just a new format to make 
sure our folks are 
ear-witnesses lo history. The 
kind of things Texans a'e 
accustomed to hearing from 
WFAA. The news sound for 
I he Southwest. Want to feel 
like a Texan ...and 
impress Texans? Call Pctry. 




820 RADIO 

THE SOUND OF THE 

SOUTHWEST 

WFAA AM-FM TV 
Communications Center 
Dallas Broadcast services 
of The Dallas Morning 
News Represented by 
Edward Petry & Co.. Inc. 




'*->0A 2 met \itit k 1%3 



The Big, New 

Giant of 
Kansas City 




Irv Schwartz, V.P. & Gen. Mgr. 
McGavern-Guild Co. 
Mid-West Time Sales 


^mw^ljt 'JliJ'^tiT-M'li^' imi / 





ABC appoints Zousmer 
dir. of television news 

Jesse Zousmer has been appointed 
director of television news for ABC. 
A veteran jour- 
nalist and tv 
program pro- 
ducer, he spent 
19 year's with 
CBS where he 
was editor of 
Ed Murrow's 
show, Person to 
Person. Since 
leaving CBS, 
Zousmer has 




Zousmer 



en-produced two special programs 
for the NBC Sliow of the Week and 
has been engaged in independent 
motion picture production. Thomas 
A. O'Brien will continue to handle 
ABC radio news, hut with a new 
title, director of radio news. John 
T. Madigan will become director of 
basic news coverage. 



CHEER FOR KIDS 

An agency media chief has asked 
radio and tv salesmen to send do- 
nations to a charity this Christmas 
instead of favoring his staff with 
gifts. William A. Murphy, Papert, 
Koenig, Lois' vp for media and re- 
search, said the agency would ap- 
preciate gifts of toys made in 
PKL's name to New York's Chil- 
dren's Center, 330 E. 12th St. 



NEWS NOTES 



Game shows shine: NBC TV has in- 
troduced a new game show in itx 
daytime schedule and moved an- 
other from daytime to evenings. 
Let's Make a Deal, a new audience 
participation vehicle, will debut 30 
December, (2-2:25 p. in.) as a re- 
placement for People Will Talk. 
The network's You Don't Say!, pre- 
sented at 3:30-4 p. m. weekdays, 
will get additional exposure when 
a nighttime version begins 7 Jan- 
uary. The nighttime game show 
replaces Rcdigo on Tuesdays at 
8:30-9 p. in. Brown & Williamson, 
through Posl-Keyes-Gardner, will 
continue as sponsor in the time. 




To many advertisers, \VKQv\ 
TV and the Madison market ,af 
synonymous. 

WKOW-TV's exclusive AM 
network coverage matches ileal! 
the market's full retail tradin 
area. 

Thus, you define the Madiso 
market realistically, cover it 
pletely, and buy it economicatlf- 
when you entrust your teleytef® 
campaign to WKOW-TV. 

What's more you're sellin 
where they're looking. For lookirii 
at CH. 27 is a ten year habit mm 
lison market — 
And why break a good habit? J 
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Mctli.i people, what they 
.ire clomji, buying and saying 
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■ Elevated to v.p. at Luclgin: Earl Kraft, media 
director at Earlr Liulgin & Co. (Chicago), has 
lx-en named a vice president of the agency. He 
has heen a incinher of the Lndgin organization 
since 1956. 

■ Atlanta Media Planners Association: This or- 
ganization, which claims the largest meml>cr- 
ship of its kind in the country, has just announc- 
ed its new officers for 196 1. President is Ann A. 
Benton (v.p. and media director, Tucker Wayne 
6c Co.); first vice president, Pamela Tabbcrcr 
(media director, Liller, Neal, Battle & Lindsey); 
and secretary-treasurer, Audrey Jones (Lowe & 
Stevens). Members of the executive committee 
are George Bailey (Burke Dowling Adams) and 
Emily Wood (Kirkland White 6c Schell). The 
current membership consists of 45 men and 
women media planners and buyers from Atlan- 



ta .id agencies (plus one member from Green 
ville, S. C. — Betty McCowan of the Henderson 
Uhertising agency). 

□ The Atlanta group f unctions us a non-profit 
organization devoted to the subject of creative 
ad media planning tor better marketing. It 
functions primarily as a discussion group whose 
aim is to promote an exchange of knowledge 
about media and the use of media in relation to 
markets and their development. Its secondary 
aim is to further, through such discussions, the 
development of professional techniques in the 
buying of all media among all those who are 
concerned with this occupation. It also has the 
iroal of fostering a genuine interest in media 
buying as a vocation among talented younger 
people who may be attracted to advertising as 
a profession. The group was stirred into being 
in March 1962 by six Atlanta media people. 



MARIANNE MONAHAN: 

markets seen and heard 

Mention market trips to Xeedham, Louis 
& Brorby (Chicago) broadcast buyer 
Marianne Monahan, 19G2 SRA Chicago 
Tiinebuyer of the Year, and she'll tell you 
emphatically that such trips are consider- 
ed a vital part of a buyer's activity at 
NLB. She says, "Among us, we try to 
cover at least the top 20 markets each 
year. A buyer may have to spend a week 
in New York, three or four days in a 
market the size of Boston, to study the 
market thoroughly. We find this first 
hand evaluation most helpful, especially 
in the case of radio. We visit all the 
major radio and tv stations in the market, 
become familiar with their facilities and 
programing, as well as collecting market 
data. Then we share tins knowledge via 
seminars and a written report after re- 
turninu to the aqeney. Market trips are 
costly— but well worth it." With NLB ten 
years, Marianne buys for the Morton 
Salt, S.C. Johnson &: Son, and Ae'ecnt ac- 
counts as well as Campbell's V-S, beans, 
and Bounty line of food- A native of 




southern Illinois, she began her eareer as 
an estimator with Henri, Hurst & Mc- 
Donald. She now lives on Chicago's north 
side, says her fondest wish is to have the 
time and money to become a world 
traveler. 
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■ Another Y&R (New York) media man mar- 
ries: Media buyer Frank Malone has joined the 
lengthy list of Young & Rubieam media men 
who have taken that walk down the aisle during 
the past year. He and Foote, Cone & Belding 
research analyst Virginia Diggins were married 
last Saturday (30 November) in Manhattan. 
Frank buys for General Gigar, Draekett Go., 
and American Home Products' Chef-Boy-Ar- 
Dee at Y&R. Ginny was with FC&B's Chicago 
Office before being transferred to New York. 

■ Kiddie City heavy on radio in Philly: Kiddie 
City, with 16 toys centers in the Philadelphia 
area, has built a $100,000 ad campaign for the 
two-month Christmas buying season with the 
emphasis on radio. The toy retailer has sched- 
uled 80 spots per week on three radio stations 
(WIP, WCAU, and WIBG), plus a 15-minute 



SPEAKING OF RADIO 




AMERICAN AIKLLN'LS NIGIIT FLIGHT r Discussing 
the American Airlines program "Music 'Til Dawn" ami 
its recent return to WTOP Radio (Washington, D.C.) 
are (l-r) station's sales manager Pete O'Reilly, CRS Spot 
Sales account exec. Milton F. "Chiek" Allison, and Doyle 
Dane U em bach media group supervisor Alan Yoblon 




AWARD TD ALCOA: Company execs accept grand 
award for Alcoa tv commercial, wort at the Inlernat'l 
Film Festival & Audio-Visual Exhibition in New York 
City. L-r are Irving Miller, p.p. Ketchum, MacLeod & 
Grave, agency -which produced commercial; 'Eartence 
M, Hunt, gen. mgr. adv. & promo., Alcoa; and Blair 
Gettig, mgr. Alcoa radio & tv commercial production. 
Winning commercial featured electronically ^created ef- 
fects to simulate "talking" bottles;, cans, and jars; stop- 
motion ipas utilized to give "life'* to these inanimate 
objects which all .use firm's aluminum caps and seals, 



weekly program on WRCV-TV, and newspaper 
ads- Firm's president, Leonard Washerman, 
says consumer research revealed that toy ad- 
vertising on tv helps the child, deeide what toy 
lie wantSj but radio and newspapers help sell 
the parent On Kiddie City as the place to buy 
that toy. Agency is Michael Schwartz Assoc. 
(Philadelphia). 



TV BUYING ACTIVITY 

► Warner-Lambert drive for Listerine will start 
the first part of January for a 52-week run, 
Buyer Martha Thoman at J. Walter Thompson 
(New York) looking for fringe minutes, 

► National Federation of Coffee Growers cam- 
paign to push Coffees of Colombia will begin 
13 January for a 13-wcek duration. Charlotte 
Corbctt at Doyle Dane Bembaoh (New York) 
buying fringe minutes and prime 20s. 

► Bordfns Instant Dutch Chocolate 13-\veek 
drive due to start 1 January. Young & Rubieam 
(New York) buyer Dave Johnson interested in 
daytime minutes to reach children, or in 15- 
minute sponsorship of children's programs. 

► Thomas' English Muffins starting a 13-week 
campaign of daytime minutes 1 January. Chris 
Perkins at MaeManus, John & Adams (New 
York) is the buyer. 
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The 
Man 
Who 
Knows 
KONO 
Radio 




SOFT 

| Drinks 
Take 

HARD 

Sell 

M Biedenhorn. Jr.. President of the Son 
lomo Coco Colo Bottling Company, Inc., 
! l"ntt rodio advertising with consumer pene- 
JttOn, morltel impoct and coveroge in 
,@.th. It Is lor these reasons that KONO 
d'O is first omong San Antonio radio lio- 
ns corrymg schedules for both Coca Cola 
d Sprite. 

*»e oheod of competition . . , Move to 
mX> Rodio. 
KCjMO works for A. M. Biedenhorn, Jr. . 
")HO will work for you. Don t take our 
*tj for it coll Mr. Biedenhorn ot CApilol 
2601. Areo Code 512. COLLECT. 

For other deloils conloct KATZ Agency. 
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-60 KC 5000 WATTS 

SAN ANTONIO 



Webs' 9-mo. gr©ps up 5.5% 



Network tv ijross time hillings in- 
rmiM r| ~.V«- in tin- first nine 

Otoliths of I !)(>.') 11% IT lilt* S.lllll' 

1002 period, $(i 1 2,(i;1 l,(»'(H) anainst 
$.">S0,i:»7,70t), reports IMS. Sep- 
temher hillings 1 1 n\ > rut were $07,- 
!)SS.70(), n uwfii (if ff.Xf uM-r the 
total (if S(».1.(iS!»,(HH) in Septeniher 
MVM. 

ABC TV hillings for ihf first nine 
months Wfir $I.jS, IS2,2t)(), up 
(i.'.Vc fruin it )Mr 111:0; ('US TV's 
total at the tliird-tpiarter mark 
wns $2:»!),272.000, mi increase of 
.■).S r f from a u\ir agu; and .NIK.' 



TV hillings for I lie same period 
were $2 1 l..'»D0, 100, up «.."»"<. 

I ).i\ time hillings in tin- first ninr 
months of '(i'l l limited In a three- 
network total of <> I !>S..»." I ,S00, u 
gain of 1 0.-1*4 o\ er last \ ear. 
Nighttime hillings \» ere VI I. '1,702.- 
StHt, n t i from I!)(i2. 

Xetuork tv's Inchest iiimitliK 
total during the first three ((ii.irters 
of 'O.'J was Mass 17 1 „£(**) ,000. 

Netuork tv gross time hillings 
are e(ini|)iled hy I .ending Nation. il 
Ads ertisers-llrnadeast Ads ertisers 
Reports mid released bv T% M. 



Month 


ABC 


CBS 


NBC* 


Total* 


January 


$18,264.8 


$25,912.7 


$24,095.6 


$68,273.1 


February 


17,435.7 


24,057.7 


22.864.8 


64.358.2 


March 


19,378.0 


26,694.3 


25.196.7 


71,269.0 


April 


18,577.0 


26,508.4 


23,699.7 


68,785.1 


May 


18,299.7 


27,986.9 


25,350.1 


71,636.7 


June 


17,070.5 


26,749.1 


23.006.6 


66.826.2 


July 


15,927.8 


27,401.9 


23.333.8 


66.663.5 


August 


16,271.6 


26,883.7 


23.098.8 


66.254.1 


September 


17.257.1 ~ 


27.077.3 


23,654.3 


67.988.7 


'January - 


Ai/L'i/i/ /it'i/rev atl/iislcd 


as of 1 1 22 


(il 















Vote of confidence: The executive 
committee of the hoard of directors 
of Television Program Export 
Assn. approved extension through 
1961 of president John G. McCar- 
thy's contract. The committee re- 
corded that TI'K.Y has established, 
hy its accomplishments during the 
first three years of its existence, the 
essentiality of the I'.S. tv industry 
having its own trade association 
voice' in all foreign markets. 



NEWSMAKERS 



la. i.Kii \xn.s to manauer of pro- 
motion and client services for 
Sports Programs, Inc. lie was senior 
presentation writer in the sales de- 
velopment department of \BC TV. 

Hu it \im C. Si \t!s to aecomit ex- 
ecutive with CBS TV Network 
Sales, lie was an account executive 
with X. \\\ \ver & Son. 

RtmKTtr W. Aki\ to vice presi- 
dent of Southern California Cahle 



TV Corp.. and tjeneral manager of 
( "ATV interests for Storer Broad- 
easting (-0. 

Don I ) viii \i v\ to sales manager 
of WIAV-I). Dav tun. He vv as a 
sales representative for I nited Art- 
ists T\'. 

Tnoxtvs B. Jo\i s to program co- 
ordinator of the Triangle Radio and 
Tclev ision Stations. lie will con- 
tinue to serve as executive program 
director tor WTlh-TV-Radio, Phila- 
delphia. Jons F. Wvnt to national 
research director of Triangle. He 
was research director at \v er\ - 
Knodel 

I Itivv vim Rom to ihe local sales 
staff of WT\ \-T\'. Columl.ns. 

I'n vnk 1%. \\ 1 11 1 1 v xi to tei him al 
supervisor for WRC - T\* - Radio. 
Washington 1). C. He was techni- 
cal supervisor for \\ BC\', Philadel- 
phia, succeeded there bv J \xo.s A. 

RltOOkS 

Hi Minik Boon vi xi to v ii e pn si- 
dent in charge ot programs ft r 
\\ Pl'X TV \eu lork. IK- was 

W itll I .('Mill U i\ \l W 1 11 
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Housewife listeners to WCBS, N. Y. evening radio series line up for store appearance of star, vie for autographs, free product sam 
RADIO MEDIA 

LOCAL P. A.'S CAN PAY 



In-store personal appearances by veteran radio 
personality Ted Steele of WCBS, New York are regularly 
proving evening radio a strong daytime draw 



SummBAN shopping centers — those 
giant retailing complexes found 
increasingly within the signal area 
of metropolitan radio stations — are 
an important staging area for one of 
radio's oldest promotional devices: 
the daytime personal appearance of 
a strong, local evening personality. 

That's an opinion shared by Ted 
Steele, veteran radio tv performer 
heard nightly (in competition with 
some of tv s primest-tiine shows) on 
CHS Radio flagship WCBS, and 
Raymond Vitale, the station's mer- 
chandising manager. 

It's an opinion also shared by a 
growing number of sponsors — in- 
cluding Ma real Paper Products, In- 
vito Foods, Horn is: Hardart Coffee, 
Trim/ Meats, among others — on 
Steele's show, and by such food re- 
tailers as A6d\ Food Fair, Big Ap- 
ple, and Crist ede Bros. 



Steele, whose broadcasting back- 
ground ranges from that of a per- 
former for the old NBC Thesaurus 
recordings to an executive post at 
New York's WOR, sums up his feel- 
ings this way: 

"Broadcasting, in radio, is no 
longer a matter of sitting around in 
front of a mike and playing records. 
Station personalities have to know 
supermarket ing, and the problems 
of food retailers and food brokers. 
They have to he familiar with mod- 
ern merchandising practices, and 
must he ready to help sponsors 
launch new products. 

In practice, Steele's personal ap- 
pearances take the form of "Ted 
Steele Coffee Breaks," which are 
now staged at the rate of one or 
more a week in supermarkets and 
shopping centers within range of 
the 50-kw voice of WCBS. In nearlv 




a > ear of such appearances tfed j 
the Steele show, some 30,000 listo 
ers — mostly women — have show 
up for the daytime events. 

Proof in themselves of the co 
tinning power of evening rMi] 
Steele's in-store appearances 0 
promoted, in advance, on the d 
with Steele arriving on the appfiin, 
ed day on the heels of a displ 
crew which has supervised tl 
local-level setup. 

They have, so far, proved to I 
ideal sampling devices, and a sho\ 
case for coffee, baked goods, 4i 
other foods and snacks advert"; 
on Steele's radio series, which 
heard from 7:40-11 p.m.. Mondl 
Friday, and 4-6 p.m. on Suirdav 
They also serve as audience bare 
ers for the program itself, «i 
Steele gaining new listeners and r 
newing friendships with old Hstt 
ers by giving out autograph!, p 
turcs, and recorded albums. 

Steele also has some strong u 
thins about what will, and what m 
not, succeed in evening tat 
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iilst t\ competition 
lVc m t a lot of mail from listrn- 
explaininu \\ li\ they like to lis- 
to radio at ni^ht," Steele told 
pOti in Now York last week. 
If of tltrm said they \\ ere be- 
tinil more selective in their tv 
■teg, and wanted a radio show 
mm would pio\ ido intt»r**»liiu* 
?nin<4 while the) wen- rrading, 
king or dri\ing in the e\ filings, 
try to give them such a show." 
ho show which is the centra! 
■ ol the "Coffee Break" promo- 
1ft is a Steele-programed blend of 
\fk\ news and service features. 
Ifcself, this is hardly a new com- 
Bkni of radio ingredients, hut 
ttj and W'CHS manage to gi\ e it 
W #udieiiec-at t ract in g twists. 
Music is actually secondary on 
show , says Steele. "We com- 
fit with other features and hnild 
iilid it. We do, of course, use re- 
led music, hut it is 'good music 
B no attempt to go in for either 
heavy classics, at one end of the 
Hftirul scale, or "hard rock' at the 
■L-r, We pla\ movie scores, al- 
Bui tunes, instrumentalists like 
r t Nero, and vocalists like Sina- 
Itr and Doris Day." 
1 )n Mondays and Tuesdays. Steele 
lit arcs new allium releases on his 
(im\ At other times, he invites 
|i 'ical artists — such as Benin 
ICxlinan or Buddv Greco — to "pro- 
j.E u" a whole evening, picking 
'tl r favorite works In other re- 
eling artists and explaining win 
|tl» like them. On Thursday 
■i ( its. there is a report on the top 

* ilhinn sellers in the \'ow York 
fctket (gathered In WCBS rc- 

v< Titers from record retailers ), ant! 
t*t ctions are played from them. 

I } u Sunday afternoons. Steele — 
iv\ ) was looking for a musical ghn- 
r«'k to follow a Best of Broadxcay 
|l*»d show on the station — now fea- 
h 's movie scores ( instrumental 
M tdtracks, original-cast musicals, 
M ». One result of Steele's musical 
"'rest in Hollywood: United Ar- 

■ and other large movie distribu- 
te . have started bin ing spot 

* 'dales in the show . 

k father reports, traffic bulletins. 
|JH inc forecasts, sports news and 
&'cs (professional, college and 
1» i school) are also featured heav- 
|1' "We want our listeners to feel 

II radio is there to help them, not 
m In divert them," says Steele. # 
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GREYHOUND ALL EARS 



m ~ 





Crr> Ad\ ciIi'miiu's I -id O'Connor no <•<. "the messaue" to Fred Hell Iter, 
%.p. of \\ ■ A I. -TV Haleiuli and presidenl of I lie \orlIi Carolina \ssn. of 
Hroadenslers, nlititit Cre> hound's new personal radio sen iff lo passenuers. 
Has was slum n off reeenlly lo llaleiuli broadcasters mid livk leaders 




Xeultin 



Wren 



Newton and Wren Upped 
at Ivy Broadcasting Co. 

Everett Wren was appointed gen- 
eral manager of the Northeast Ra- 
dio Network and of Radio WOLF, 
Syracuse. Wren joined I v\ earh 
this year as administrative head of 
WOLF, and was production direc- 
tor of Music Makers and Mark 
Century, Inc. prior to that, lie aho 
served as program consultant lor 
K I \ I N and production manager lor 
KBTY, 1 )en\ er. 1 Ie has supervised 
production of radio and television 
commercials for a large number of 
advertising agencies. Nicholas New - 
ton was appointed general sales 
manaticr ol the network and sta- 
tion WOLF. Present 1\ , he is sen- 
ilis! as direetor of sales for \\ PAT- 
AM -I'M, Paterson. New ton w as 
formcrb director of sales for Films 
Five and Sturm Studios-. \cadtm\ 
Pictures in New York. I Ie has also 
been associated with WTFM Ra- 
dio, and the magazines Clamour 
and Esqtiirr. 



Theodore A. Griffin 
KFEQ station manager 

Radio station KFHO. St. Joseph has 
appointed Theodore \ ( Iriffin as 
station manager. In addition to bis 
n e w a s s i g n- 
meiit. Griffin 
w ill continue in 
the post he 
now occupies 
as gent i al sales 
manager. A 
graduate of the 
School of Jour- 
nalism of the 
I . of Missouri, 
( aiffin joined 




C.riffii 



the KFKO sales staff in P)50, com- 
inn from LSI B. Creston. low a. I !<• 
was named local sales managi r 
for the station in P)5S. and bee aim 
genera! sales manager of the oath I 
in HiHt). 



NEWS NOTES 

Des Moines station sold: kSO 1 )es 
Moines, la. was sold In BFR Sta- 
tions, Inc. to Whitehall Stations. 
Inc. for $ I V>.(KX) \\ hitehall Stations 
is owned by ( .'cue M iln< r. Flint. 
Mich., Louis '1 ose and others «{ 
Philadelphia. RPR Stations is 
ow ned by N L. Bi ntson and Fd- 
mund R. Ruhen, both ot Muuu apo- 
lis and Josi ph I .. Flo\ d ot Sioo\ 
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Falls, S. D. Corporation also owns 
KELO (AM 6c TV), Sioux Falls, 
KDLO-TV, Florence, and KPLO, 
Reliance, all in South Dakota; 
WLOS (AM -FN I), Minneapolis and 
WKOW (AM & TV), in Madison, 
Wise. KSO, Des Moines, a 5,000 
watter, began operation in 1921 
and was at one time owned by the 
Des Moines Register and Tribune 
and sold under the duopoly ruling. 
Sale was made through Hamilton- 
Landis. 

Radio webs swell ranks: Both CBS 
and Mutual report new affiliates. 
Joining the former on 1 December 
was WJAN, Ishpeming, Mich., and 
WDSR, Lake City, Fla. Neither sta- 
tion previously affiliated. Mutual 
Broadcasting System brought to 
4S5 the number of stations now 
linking the network with the addi- 
tion of WLAU, Laurel, Miss., and 
WVLN, Olnev, 111. 

Fin Fraternity adds two: Another 
station was added to the already 
heavily populated air media mar- 
ket in Phoeuiv when KRFM, 100,- 
000-watt fm station, started broad- 
eating reeentlv. Station is owned 
by Camelback Broadcasting, Inc., 
with Thomas M. Churchill as gen- 
eral manager and Mike Churchill 



as sales manager. KRFM programs 
18 hours a day in stereo; permits 
only a miximum of four commer- 
cials in each hour. A new fm sta- 
tion in Houston begins regular pro- 
graming early in December. It's 
KUNO (FM), broadcasting with 
18,000 watts from the Gulf Oil 
Building. Owner is Independent 
Music Broadcasters, Inc., which al- 
so owns and operates YVDBM (FM), 
Cleveland, and is the same com- 
pany which operates a nationally 
syndicated stereo tape music service 
designed for fm stereo stations. 

Starts all-day sked: WJYV, as part 
of its anniversary of 20 years of ser- 
vice to Cleveland and northern 
Ohio, went to 24-hour operation on 
11 November. Station had been 
broadcasting 20 hours weekdays on 
both am and fm from 5:15 a.m. to 
1:15 a.m. Included in the move is 
the expansion of the opinion-discus- 
sion program Niglitline to two full 
hours, 9-11 p.m. 

Expands fm operation: Spartan 
Radiocasting Co. got FCC green 
light to up power on its YVSPA 
(FM) to maximum 100 kw and op- 
erate from the WSPA-TV transmit- 
ter site on Hogback Mountain near 
Tryon, X. C. Company will spend 



3K" 



Dodge dealer rides with fm 




JOHN GILMARTIN (r), president of Gilmartin Motors, Dodge dealer in 
Mcridcn, Conn., discusses success slory with Ray Hard, station manager 
of WBMI (FM), Hartford-Mcriden, after signing for 52-weck spot sched- 
ule and a program on the station. Latest signing follows fast sales results 
from initial airing of ten one-minute announcements per week. Gilmartin 
is also planning a display of fm auto receivers and tuners in showroom 



I 



about $100,000 to expand the Hi 
lion's coverage. The tv tower t 
Hogback will support a new 
10-bay fm antenna and a new 1|-| 
RCA 'fm transmitter. WSPA (F> 
went on the air 17 February 
On 1 August 1961 it began broa 
easting in stereo, and is present 
broadcasting from the top of l| 
447-foot WSPA radio tower u@ 
the intersection of 1-85 and 1-i 

Rollins in Mexico: Rollins Broa 
easting has bought the Mesic 
subsidiary of the General Outdo 
Adv. Co. Rollins owns seven ria 
stations and three tv stations, it) a 
dition to a U. S. outdoor firm. 



Iowa station sold: KHAK (AM 
FM), Cedar Rapids, operating: to 
1 kw on 1360 kc, was sold for 610 
000 by Northland Broadeaitir 
Corp., Carroll Crawford and Kim 
Icy Murphy principals. Buytt 
Jordan Ginsberg &: Associates pi© 
City jeweler). Blackburn & 0 
handled the transaction. 



NEWSMAKERS 



Richard D. Dudley to managl 
director of the Wisconsin Ra< 
Network, succeeding the I 
George Frechette of WFHR-A 
FM, Wisconsin Rapids. Dudley 
general manager of WSAU-A 
FM, Wausau. 

Douglas II. Doxono to Detr 
manager for CBS Radio Neilfil 
Sales. 

Al Mackay to account exeeun 
for the KFRC, San Francisco sa 
staff. He was manager of the H 
offiee of Darren F. MacGavreu 

Robert A. DeBardelabex 
sales manager of the 29-siati 
Tobaeeo Radio Network and sfi 1 
ated TN Spot Sales, lie reffb< 
Wally Ygigt who was appoint { 
TN director and manager of WRA J 
AM-FM. Raleigh. 

Wally Nelskog to presidentf?* 
trcneral manager of KlXl, Sell'- ( 
He was owner of the .station U«fl 
its recent purchase by the Met 
politan Radio Corp. 

Peter Kalisox to coordiiMW 
sports for the ABC Radio Nc*M 
He has been with the New 1 
Yankees as assistant farm and se» 
in«j; director. 



GO 
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1963 REPORT 
ON TV 

PUBLIC AFFAIRS 
PROGRAMING 



This 200-page edition will leave critics 
if the television industry speechless! 

-PONSOK*- Public Affairs Edition — to Ik* pnlilislvcul Kite in December 1963 — 
f will dramatically present the television industry".- remarkable contributions 

| to the community and national needs of America. 

I 

Here, in one 200-page-pltis edition, will be found the kev public -er\ ice 
| heconipli-lunents of about 350 television stations and network:-. In all 

,ibout 1800 public affair.- program- will be described a> to content, length. 
I -pon.-or.-hip, availability to other stations. Award.- and editorializing 

practice- of the stations will he analyzed. T10 will review the indnstr)*- 

AClivities in public affair?, leading columnist.- will vote on the top 

public affairs programs for each network. 

Ml sponsor subscribers will receive copie- a- part of their -nh-< ription-. 
In addition copies will go to all members of the FCC. Congressional 
Committee.-, and Associations concerned with tele\ i-ion. Kvtra copies 
in«y be ordered at $2.00 each. If you are not a -libscriber now you may 
? (i t a copy by entering your subscription now at $8 per \ ear. 



advertising information m next page ► 
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pt7^es opposite 

station listings 

are available 

to advertisers on a 

first-come-first-served basis 



48 hours after sponsor notified stations 

that full page ads were available 

opposite their listings in the 1963 report on 

TV PUHLIC AFFAIRS PROGRAMING WC had 

orders from these markets: 



Boston 
Houston 



Baltimobe 
Atlanta 



Washington Detroit 



-Minneapolis 
San Francisco 
New York 



Chicago 



Milwaukee Philadelphia 



SPONSOR 



1963 REPORT 
ON TV 

POBLIC AFFAIRS 
PROGRAMING 



This is probably our most important 
single book of recent years. Its value 
is not only in its long life and 
bonus circulation. It will serve as 
a guide to public service for years 
to come. 

It creates an indelible image of station 
service that will help advertisers, 
agencies, and government see your 
station in a new light. 

Pages are sold on first-come, first-serve 
basis. Most adjacencies are still 
available, including second pages on 
some markets listed above. Please call 
or wire sponsor collect. Plates due 
9 December. 

Regular rates and frequency discounts 
apply, although 4000 extra copies 
are being printed. 





nes from "Target: The Corruptors" — an off-network show "first-run" in 84 markets 
NDICATION 

Star promo building 
lew first-run markets 

^tential of $l-million gross eyed in drive 



|«rw S i \u Di.miuuition is in the 
midst ol .1 promotional campaign 
hopes will increase gross animal 
mine by one-fourth. The firm is 
inducting a "first-run in your inar- 
t" drive in one- and two-station 
arkets. and in others where audi- 
ues have never seen series Four 
ar is now selling as oil-network. 
Lou Firestone. FS vice president 
id general manager, noted that 
)7 of total revenues on syndieated 
lows are derived from the top 75 
arkets. The other 119 areas he 
assilics as markets make up onK 
ie remaining 257 of the total sales 
>tvntial for a syndieated program, 
dollars, he noted, this additional 
1( >tvntial can bring another $1 mil- 
•n annually into Four Star's 
irse. 

^telling pieces, including bro- 
ii ires and letters describing the 
Ivdiitaijes of first-rnn off-network 
re, have been sent to each of the 
ations involved. In compiling the 
AfRng list. Four Star gleaned this 
formation about its properties: 
I mil enuin, originallv telecast on 
HC 1 Y. has never been shown in 
5 markets, including Akron and 
nsfan. 

I itmzccomh West, another for- 



mer ABC TV entry, has not been 
telecast in 107 markets, which in- 
clude Louisville, Syracuse and Ro- 
chester. 

► Vaiiic Qreij Theatre, once a 
CBS TV vehicle, has yet to be 
shown in 10 markets iuchidiiuz 
Akron and Che\ onno. 

► Dick Powell Theatre, origiualh 
on XBC TV. has 69 potential new 
markets including San Jose. Butte, 
and Austin. 

► The Detectives, which was pre- 
sented in hall-hour form on A BC 
TV. counts 65 markets in its "new 
list, including Sioux Falls and To- 
peka. Thi' one-hour version of De- 
tectives, telecast on XBC TV. has 
77 "new" markets including Hem 
and Da\ ton. 

► Tom Kuril Shou (CBS TV), 
I 12 markets including Las Veuas 
anil Mono. 

► Laiv ami Mr. Jones \ BC TV . 
69 markets including Terre I l.mte. 

► Target: The Comiptor.s ( \ BC 
TV), SI markets including \kron. 

The oil-network s\ ndicalor has 
distinc t advantages in these \ irmn 
markets: having never lit the local 
screens on the networks, an olf-net- 
work property is a special incenth e 
to sponsorship. & 



SG plans 3 for '65-6 

Si i reli ( Irins has begun Work on 
three sn icn lor the I'ifTi fifi t\ st a 
son The properties Hull oj Jnstiti 
1 .1 I'aso, and litirharif ( mist, will h« 
de\ eloped b\ writer piodiu < r Hob 
rrt I'irosh iti .ilor ol \ B( , "1 \ s 
Combat series \o I i.n kgr< >nnt I on 
the series w .is di\ ulged hot an St. 
spokesin.ili s.ud Itegotl ilions with 
networks will begin as soon .is 
scripts are a\ ail.ible 



NEWS NOTES 

Trans-Ln\ roiiiulnp: Trans Lux T\ % 
Mat k and Myer foi Hire. The 
Miilhtu ll< it ah s. and (litest Shot 
ha\ e been sold to Hedilfiision 
(Hong kong Ltd I he \rined 
Forces Hailio and T\ Ser\ ice 
bought Mitlhtlj lien nit s, ,md It's A 
Wonderful World. Hercules was 
;ilso sold to \\ HOC-TV, Ho< hesti r 
k'MMT-TV. Beaumont, bought / t In- 
die Cat. KBH-TV, Vnina. and 
W'l I F( .', Hochester, bought i.nt »/- 
eloped ia Ih itanmea I dins. \\ CSI I 
T\'. Portland. We., and k IA Ik 
Boise, bought y.ooraimi. Top Dion 
Features and V.ooranm were pur- 
chased In k( )( )-T\\ San Fi incisco. 
New York. 

Dial AA in 10: Mlied \rtists TVs 
Dial A A jor \etion feature p.u kage 
has been sold in 10 markets: \\ I'll .- 
TV. Philadelphia. kSIIO-TV. Las 
Vegas, \\ N 1 1C-TV, New H«i\en. 
\\ FBC TV. Ahoona. \\ B U'-TV, 
Ft Worth; WLYI1-TV, U hanon. 
Pa.; \\ kN\-TY. Saginaw. \lnl. . 
W.NBF-TV. Binghainton. U k'/.O- 
TV, kalaina/oo; and k FBF-TV, 
Fresno. 

Dickens to 7 Arts: Se\ en \rts \s\ot 
has taken o\ er distribution of the 
S6-ininnte feature, A Christina-* 
Carol. The 1951 film, which stars 
\lastaii Sim as Scrooge." w as pre- 
\ iousb distributed In tinted \i t- 
ists T\. 



N EWSM AKERS 

Ci u ro\ F. Bond and W u t i \ m 
1". \\ im tu \m. to the \1C\LTV s.iles 
stall m ( !hicagt> Bond was with 
CBS Films there, and W incherg 
w .is with N BC Films in the inid- 
\\ est. 
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STATION REPRESENTATIVES 



Canada's BBM expands 
measurements for r/tv 

Reps and stations to get added services free 



Canada's Bureau of Broadcast 
Measurement is planning to ex- 
pand its services, shifting to IBM 
data processing, doubling the num- 
ber of reports it will issue each 
year for 30 markets, providing audi- 
ence composition figures, and sup- 
ply coincidental telephone surveys 
in some 15 major markets where 
stations or networks compete. The 
Toronto-based company said repre- 
sentatives and station members will 
get the additional services at no 
additional fee, but agencies tmd ad- 
vertisers will be offered the tele- 
phone data on an optional basis. 

BBM president Jaek F. Glasicr 
and executive vice president Dr. 
B. K. Byram said it has signed a 
contract with IBM for complete 
tabulation of its data, adding that 
IBM will shortly have "one of the 
most advanced and largest compu- 
ters in Canada" in operation. 



He also noted that BBM, instead 
of two reports a year, will now pro- 
vide four for over 30 markets, com- 
prising nearly 100 radio and 50 tv 
stations, with the remaining mar- 
kets to get the basic two a year. 
Also, all station reports will show 
timing by men, women, teenagers 
and children. 

To reduce some of the effects of 
possible distortions created by pro- 
motion "hypos" during survey 
week, they said the two basic re- 
ports will be conducted for periods 
of four weeks each instead of one 
as at present. 

The coincidental telephone sur- 
veys will become available in Janu- 
ary, provided by Elliott- Haynes, 
Ltd., which will discontinue pub- 
lishing its own regular telephone 
ratings as of 1 January. The com- 
pany, which has been providing 
phone ratings since 1940, will insti- 



33-year-old rep link 




II. Preston l'cters (1), president of Peters, Griffin, Woodward, presents 
leather-bound copy of original contract with WOC, Davenport, and 
WHO, Des Moines, dated IS June 1932, to Dr. David D. Palmer, 
president of the corporations which own the two stations, during 
festivities marking dedication of new Broadcast Centre for WOC-AM- 
FM-TV. WHO and WOC arc charter clients of the representative firm 



tute modifications of its methodf - 
under EBM specifications — ft 
eluding the design and selection 
a sample frpm Toronto, and a hf$ 
re-check On all interviews earrJe 
out. 

BBM said frecmeney of the t 
phone reports will vary with ft 
size of the market, with those slB 
as Toronto, Montreal ( English, aj 
French), Vancouver, and Winnipe 
to get as many as six plus the ffli 
diary, and smaller ones to get thre 
in addition to the four diary n 
ports. ' « 



PGW adds Griffin's 2 

Peters, Griffin, Woodward puJlt 
off a coup with the addition to i 
list of KTUL-TV, Tulsa, and KAP 
Little Rock. 

Both stations are owned by Gr! 
fin Broadcast Companv and are 
mary affiliates of ABC TV. fl 
Tulsa outlet has been on the a 
since 1954 and serves the gre«^ 
part of eastern Oklahoma. K\T 
marked its tenth anniversary fjl 
vear. 



NEWS NOTES 

New rep for west coast staiirj 
KEZY, Anaheim, has named Yc 
ard, Torbet 6c McConnell as natio 
al representative. Anaheim, by f 
way, is in heavily built up, V 
traveled Disneyland territory. 

Saginaw station switches: Vensu 
Torbet 6c McConnell will repreie 
WSGYV, effective with the Re 
vear. 



NEWSMAKERS 

Graham White and Bom 
Boor to the New York sales st 
of Broadcast Time Sales. Wh 
was an account executive w ith 
Spot Sales; Root was with S\\ 
Time Sales. 

Norm an" Au'ert and fm\\ 
IIonoski to the radio sales staff II 
ll-R Representatives as aecov 
executives. Alport was assoefet 
with Venard, Torbet & McConn 
and llonoski was w ith Stone 11 
sentatives. 
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'WASHINGTON WEEK 



•^■^ A stunned Washington began slowly picking up the pieces of government 
operation last we ok, but the first moves under the new administration 
of President Lyndon B. Johnson were groping and tontativo . 

No one in agency or department, on any level, wanted to talk of the 
wrench to government's inmost nerve centers that may effect, in turn, 
hundreds of administrators — particularly presidential appointees. Specu- 
lation is gaining momentum, but slowly, about the impact of a non-Frontiers- 
man in the White House. 

There is no doubt in anyone's mind, in this city, that while Lyndon 
Johnson's loyalty to the President kept him within Frontier territory in 
the past three years — his own personal and political philosophies are not 
rooted there. 

One thinks first of FCC Chairman E. William Henry, whose warm letter 
of thanks to the broadcast industry for its fine fulfillment of the 
public trust last week, could possibly be his valedictory. 

Up to the midweek official meeting scheduled at the Commission last 
week, the surface of FCC activity resumed as usual, if low-keyed. But in 
the agency, and in government offices all over the city, non-official 
meetings were known to be taking place, as shaken civil servants tried to 
test the direction of the political winds. 

The FCC schedule goes forward, doggedly, onlookers feel. There has 
been no cancellation of the 9 December oral hearing to bring broadcasters, 
advertisers and the Commission together in a public hearing on improvement 
of the broadcast Commercials situation. 

•fa^t Observers here feel that even if FCC chairman Henry is to go down in 
the political cataclysm — he will not attempt to reverse the course of 
reform begun under the previous administration launched by Henry' s prede- 
cessor^ Nekton Minow. 

At this moment, Henry apparently stands almost completely alone. He 
is bereft of the invisible seal of approval from the high office that ap- 
pointed him. Both House and Senate commerce committees have angrily warned 
him away from over-regulation of broadcasters. 

Further, Henry finds himself opposed by the majority of his own com- 
mission in many areas of regulation. To Henry, Texas must spell Nemesis. 
Texas democrat FCC Cmnr. Robert T. Bartley flatly dissented from the com- 
mercials limit rulemaking. Henry's sharpest foe. Chairman Rogers of the 
House Communications Subcommittee, is also a Texan. 

•^C^ One day, lijcg other men in key government spots , Henry will meet for 
an exchange of views with the new president . 

He will meet a man who started with little, worked hard, made much and 
is respectful of the work of those who do the same, in industry and service. 
A man coneededly conservative. A man with bedrock experience in broadcast 
problems, but also a president very conscious of the public interest — and 
a candidate for reelection within a year. In short , an enigma. 
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Words and deeds that would have added up to super irony on another day 
in this city, last week seemed altogether fitting. 

Not the least of these was the eulogy to broadcasters by their sternest 
critic,, FCC Chairman William Henry. His tribute was as warm and heart- 
felt as any of those coming from all levels, from the hew President to the 
humblest citizen. 

"Americans are deeply indebted to the broadcasting industry for its 

comprehensive , dignified p overage of the tragic and solemn events 
surrounding the death of President Kennedy, " said Henry, on behalf of the 
Federal Communications Commission. 

"Radio and television networks, their affiliates and hundreds of 
independent stations throughout the country ceased normal operations with 
the first incredible bulletin from Dallas, Texas, On Friday, November 22nd. 
At that moment virtually all citizens turned to their radio and television 
sets, and the broadcasters responded by keeping the nation fully and con- 
tinuously informed of the unfolding historic events. 

"A special word of thanks is due to the national networks for pre- 
empting all regularly scheduled programs on their radio and television 
Stations in order to give round-the-clock coverage. In addition, we are 
deeply grateful to the hundreds of newsmen, technicians and station per~ 
sonhel who gave unceasingly of their time and energies. 

" jjg this hour of tragedy , broadcasting achieved greatness* 
"In meeting this tremendous challenge * the industry earned t,he 
heartfelt gratitude of people everywhere for the manner in which it ful- 
filled its vital public trust. Through its efforts, people around the 
world Were permitted to share personally in the passing of 'a great and 
good man ' . " 

^ ^ These are the same broadcasters who have , individually and through 

their organizations , fought tooth and najl to preserve their right 
to economic independence and profit . 

The four days could be a touchstone for both sides: reminding the 
government that no rules could ever have forced broadcasters to give up the 
millions in revenue they gave up voluntarily, in a tidal wave of common 
consent. Remind broadcasters, that while they scaled the heights them- 
selves — they are urged to reach for them more often. 

The urging has come just as strongly from their own ranks, from pioneer 
Sarnoff , from Stanton and Collins. 

It has been voiced by the nominal head of the new President's broad- 
cast holdings, Mrs, Lyndon Johnson. During last year's AWRT convention, 
the now First Lady, said of the FCC s regulatory prods at broadcasters l "AS a 
broadcaster, I don't mind being pushed and prodded to do a better job;,* 
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995,690 TV homes are available. Every 
"TiOve you make on the Ga.-Tenn. Network covers 
995.690* undu plica ted ABC homes in America's 
tenth largest television market (spending $6'/2 
billion" a year on everything from candy bars to 
compact cars). A single contract puts you in 



touch with all of them. The rest is up to you. 

* 19' 3 ARB C .crape S'udy. 1962-63 TV Fact B - S C n(»r 
I '-- >\ e<;en TV Set O-Aoersh p Est males * * Sj es Vai-Oge e t 
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"WJXT is the 
key to the 
total regional 
market . " 




"When 
money 



I listen! 




Key your sales to the television station that loosens purses in the entire 
North Florida South Georgia region. WJXT is the only efficient way to 
swoop up sales in the total market ... a booming bustling region of 
incredible growth! And it sounds good to advertisers . . . because more 
people get the picture! 
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